








Exit the Merchandise “Footballs ? 


HE National Recovery Act will 

force all business to operate ethi- 

cally and ata profit. Its main ob- 
jective is steady employment at a liv- 
ing wage. It is premised on the “Law 
of the Herd” and supplants our tradi- 
tional “Rugged Individualism” with 
all its selfish ruthlessness. Minorities 
will have a fair hearing, but will not 
be permitted unfair and uneconomic 
practices to the detriment of the 
majority. , 


Too long, the hardware industry has 
suffered abuses with which it could not 
cope without running afoul of anti- 
trust laws. These restrictions are now 
removed and no longer serve as a con- 
venient alibi. There will be no further 
excuse for the many “footballs” among 
highly seasonal, competitive merchan- 
dise lines. Manufacturers and whole- 
salers will be able to control the resale 
of goods on a basis of fair competition. 
Outlaw manufacturers and distributors 
can now be stopped from ruining the 
annual profits in seasonal hardware 
lines. For years these have sold at in- 
sufficient margin, because of cut-throat 
competition. In each of the four sea- 
sons, basic hardware lines become 
“footballs” and no one makes any 
money on them. This can and should 
be stopped under the new law. If the 


hardware industry of its own volition 
does not take the steps necessary to 
correct these abuses, General Hugh S. 
Johnson and his staff are authorized to 
force such action. And General John- 
son means business. 


The Hardware industry needs no 
new organization. It has ample exist- 
ing associations to represent its inter- 
est in developing codes of fair compe- 
tition. Retailers, wholesalers and 
manufacturers of hardware are already 
taking steps to avail themselves of the 
advantages provided by the National 
Recovery Act. It is apparent that the 
hardware manufacturers collectively 
may not be able to, operate under a sin- 
gle code. Instead they may have to 
operate in groups within their main 
organization. Meetings of manufac- 
turers in the same lines of business, 
within our industry, are being held 
daily. Wholesalers and retailers are 
also organizing and developing codes. 
Representatives of all three factors in 
the industry have been to Washington 
for more specific information. 


General Johnson has stressed the de- 
sirability of organization affiliation, but 
adds that joining an association is not 
mandatory, nor will non-membership 
penalize a legitimate business. 


—Hardware Age 
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STAINLESS STEEL 
PADLOCK No. 753 


An instant success... 
the new . 
Wi) Pe 
ity lock that you 


STAINLESS | [iiinmatesate 
STEEL 


























YALE PADLOCK 











Merchants—cash in on a real hit 


by featuring this splendid new pad- 


lock. It is one of the fastest moving 


items offered to the hardware trade 
in years, for it provides true Yale 
Security at moderate cost. 

This new Stainless Steel Yale Padlock 
was developed to help you speed up 
your sales and profits of fine quality 
padlocks by offering 


exceptional value. 


w 





The body of this lock is of heavy 
die-cast metal and is housed in a 
case of highest quality stainless 
steel. The shackle is of hardened 
steel, heavily cadmium plated. 

Description: 15. inch case, shackle 
%30 in diameter with 1346 inch clear- 
ance. Shackle deadlocks both heel 
and toe. 5 pin tumblers, 1800 reg- 
ular key changes and approximately 


800 changes under one master key. 


eV NEW DISPLAY CARTON 
ey This counter display will make sales for you. Padlocks 
}are packed in % dozen quantities in this yellow and 
} black display carton, each lock individually boxed. 


THE YALE & TOWNE MFG. CO. 


Oe.  B 





( 


STAMFORD CONNECTICUT, U.S.A. 
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Remington, 


WEEKLY@§LETTER 


FOLLOW THE WINNERS IN BUYING AMMUNITION 











R. E. Louden, Butler, Pa., win- 
ner Individual Prone Match at 
75 feet with 400+69 bulls, the 
American Legion Gallery Individ- 
ual Championship with 592 and 
2nd place in the shoot-off for the 
50 foot Prone Match with 400+ 
290 bulis. Mr. Louden writes: 
eo all my gallery matches, both 
N. R. A. postal and also shoulder- 
to-shoulder in the last three years, 

have used only. Remington 
Kleanbore ammunition. I depend 
upon it to place me in the win- 
ning colu:nn, just as I depend on 
Palma Match for my outdoor 
matches. They both bring results 
so what more can cne ask of 
ammunition?’ Mr. Louden has 
again been selected Captain of 
the International FIDAC Team 
for 1933. 





Mrs. Buford Webb, Clearwater, 
Fla., winner 75-foot N. R. A. 
Women's Individual Championship 
with a perfect score of 400, says: 
“The fact that I use your ammu- 
nition exclusively is sufficie ent evi- 


dence of what I thirk of it.’ 


RIFLE, 


KL 


—THE SHOOTERS DO— 


Here are a few of those who helped 
to make the 56 competitions in the 
National Rifle Association’s latest in- 
door series a Kleanbore parade. Rem- 
ington ammunition won 64.6% of 
the Ists and 65.6% of all of the 
place medals. Out of 1144 shooters 
64.6% shot Remington Kleanbore or 
Palma Match. 

The winners represent all parts of the 
United States. Each has his follow- 
ing of rifle and pistol enthusiasts in 
the Kleanbore ranks. Stick with the 
winners when you order ammunition 
from your jobber. 


REMINGTON ARMS COMPANY, INC. 
Originators of Kleanbore Ammunition 
BRIDGEPORT, CONNECTICUT 


STOCK 


Remingtor 
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Franklin D. West, Des eR 
Iowa, winner the 50-foot N. R. 
Gallery Grand Aggregate with 
1553 x 1600, and the ae 
Sitting Match with 397 
suggests: “I was aided” 
measurably by the fine xccuracy 
and uniform ignition of Reming- 
ton Klesnbore ammunition. Dur- 
ing the last four years I have 
used 25,000 rounds of this ammu- 
nition and have never had a mis- 
fire but have had some mighty 
small groups. 





L. L. Martin, Chief of Police, 
Dravo Contracting Co., Neville 
Island Station, Pittsburgh, ans 
anfl winner the N. R. A._ Tyro 
20-yard Slow Fire Pistol Match 
with 356 and the Tyro 50-fvot 
Slow Fire Pistol Competition on 
336, wrote: ‘‘I have used Klean- 
bore ammuniticn in the .22 and 
larger calibers for some time past 
and feel that I have found the 
one ammunition that will give me 
extreme accuracy in all types of 
hand guns 


EANBORE 


REVOLVER AND PISTOL CARTRIDGES 





—_——— 


= Se 





(RS 


© 1933 R.A. Co. 


JULY 6, 1933 








MAYTAG 





WASHERS NOW PRICED AS LOW AS 







All electric models available 
with discharge pump at 
slight additional cost. e All 
models—including those 
with Gasoline Multi-Motor 
sensationally reduced in 
price. 










All prices slightly higher in West and Southwest territories. 
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SHIPMENTS 


19.7% 


OVER APRIL LAST YEAR 


* 
SHIPMENTS 


82.4% 


OVER MAY LAST YEAR 


FIGURES witb 
SHOW A STILL 


BIGGER INCREASE 


* 
THESE THREE MONTHS 
WILL BE THE BIGGEST 
IN NEARLY TWO YEARS 


JULY 6, 1933 


Latensive local advertising of a sensational 
price reduction on what the world knows to 
be highest quality washers...a combina- 
tion like that is bound to get action. 


It is getting action. 


Right now Maytag dealers are cashing in 
on twenty-five years of advertising of Maytag 
quality. The Maytag Company is helping 
by giving them more advertising ...lots of 
it...right in their own trading areas. 


Everything about the Maytag selling pro- 
grams means easier, faster, more profitable 
sales for dealers. Use the coupon or write 
for complete details of the Maytag line and 
the Maytag selling plan. 


THE MAYTAG COMPANY 


Manufacturers 


NEWTON FOUNDED 1893 IOWA 
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THE MAYTAG COMPANY 
620 Maytag Building, Newton, Iowa 


Please send me details of the Maytag line 
of washers and the Maytag selling plan. 





Name 


Town 





State. 
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Lers Mice Ir Work Ly 


When President Roosevelt signed his name to the National Industrial Re- 
covery Act he put into effect the most far-reaching piece of legislation 
ever passed by an American Congress. 


Every producer, every manufacturer, 
every distributor, every retailer in the 
United States is affected by this Act. It 
is a gigantic co-operative plan to bring 
back prosperity by making it possible 
for industry as a whole to put into effect 
certain practices which would be impos- 
sible under normal conditions of inde- 
pendent action. 


To accomplish its purpose of restoring 
purchasing power by putting millions 
to work at a fair wage and at the same 
time seeking a fair profit for the em- 
ployer, this Act asks (nay, demands) 
the whole-hearted co-operation of all of 
us. 


Soon the manufacturers of all merchan- 
dise sold in your store and the whole- 
sale distributors of that merchandise 
must submit codes of procedure which 
will be acceptable to the Government 
and under which their various business- 
es shall be carried on during the next 
two years. 


We urge these manufacturers serving 
the Hardware Industry to expedite the 


forming of such codes as will recognize 
the position of both the wholesaler and 
the retailer in the distribution of their 
products and to establish price dif- 
ferentials which will allow both of us 
the fair profits necessary if we are to 
provide jobs and wages for millions 
now unemployed. 


As the National Industrial Recovery Act 
will undoubtedly increase the cost of 
doing business, it puts a premium on 
economical distribution. In the hard- 
ware field that means—manufacturer 
to wholesaler to retailer. 


You, Mr. Dealer, will probably find it 
more to your advantage to do less buy- 
ing “direct” and to concentrate more 
and more on fewer sources of supply. 
Get into the habit of making the selling 
end of your business fully as important 
as the buying. We here in the Geo. 
Worthington Co. like to consider our- 
selves as “buyers” for our dealers— 


supplying them with eomplete lines, 


carefully chosen to fit their needs, and 
also as “merchandising assistants” in 
supplying worthwhile advertising aids. 


We offer you, then, the facilities of a complete, smooth- 
running friendly organization. Use it to help make your 


business better! 


THE GEO. WORTHINGTON CO. 


CLEVELAND, OHIO 


1933 
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No. 58 .410 Bl 6 .22 Caliber 
Repeating Shotg ppeating Rifle 
i round barrel, crowned 
e, chambered for .22 
t, long, and long rifle, reg- 
ar and high speed cartridges. 
hromium plated bolt and 


trigger. Independent safety. 


Full choke, crowned m 
zle, take down. 4 sho 
Chambered for 2% inch 
shells. Self cocking. Chro- 
mium plated bolt and trig- 
ger. Independent safety. 
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tax included 








you an exception 
procure the lion’s 
creased business. 
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Here are two repeaters—needed on 
every farm, desired by every boy, en- 
joyed by many sportsmen and women 
—easy to use, light to handle, and 
backed by the Stevens Reputation— 
two that you can sell for what one 
might be expected to cost! 











By all means, get in touch with your 
wholesaler and order your supply— 


promptly! 


J. STEVENS 


ARMS COMPANY 


Chicopee Falls, Mass. 













Owned and operated by 
Savage Arms Corporation, Utica, N.Y. 






SEND COUPON FOR DESCRIPTIVE SHEETS 







jJ. STEVENS ARMS COMPANY 
Dept. L-2 Chicopee Falls, Mass. 


Please send descriptive sheets of Stevens No. 58 and Springfield No. 54 








Name 









OO Ee 


Address __ 
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School children at start of a roller skating race at Redburn, N. J. 


Roller Skating Is Rapidly Gaining Popularity 


In many cities you will find little children, boys 
and girls of all ages and even men and women 
enjoying roller skating. 


Leading newspapers are devoting considerable 
space to this healthful, rapidly growing sport. 
Pictures of movie stars, debutantes and promi- 
nent society people who roller skate are being 











featured in the news columns. 

Society folk and others are attending roller skat- 
ing parties, tea dances and roller skating races 
in New York and other cities. 

In Washington, D. C., it is reported that the 
government clerks are roller skating all over the 
place. Many hardware dealers are selling more 





UNION HARDWARE 
BALL-BEARING EXTENSION ROLLER SKATES 


than ever before. 


Progressive merchants are 


ne roller skating races among school 
children and offering suitable prizes to the 
winners. 


It is a sure way to win real store publicity and 
increase your sales and profits with Union Hard- 


Union Hardware Ball-Bearing Extension Roller 
Skates will never disappoint your customers. 
They are a quality product, made to sell at prices 
the majority can afford. 


No roller skates are better known or so easy 
to sell because of the lasting satisfaction they 





ware Roller Skates. 


give. Keep supplied. 


Sold by all Jobbers—Send for Catalog 








Reg. U. 8S, Pat. Off. 
TORRINCTON, CONN. 
Established 1854 
New York Office 151 Chambers St. 






No. 5 
For Boys and 
Girls 


No. 4 
For 
Children 
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ALWAYS- Theory gives way to facts 








S A L E S Tuory is one thing—facts are another. 
F E NC E Users of Zinc-Insulated Fences know from expe- 
D Ep > NAD rience that they perform perfectly the service 





expected from them—and that they accomplish 




















their given tasks economically. Because of this— 

a majority of farmers will continue to purchase 

fence on the basis of time proved quality—and 

not on claims or promises based on theory. 

As a result—the largest selling brand of fence 

in the world—the best known brand of fence— | 
continues to offer you greater sales volume and 
consequently greater profit possibilities. 


Now is the time to act—if you are not handling 





Zinc Insulated Fences, or our steel fence posts, 


“ 


write for complete details; 
7 7 Ee Paani 
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Zinc-Insulated Fences 
Steel Fence Posts 
American Steel Gates 
Banner Poultry Fences 
Protector Poultry Fence 
Netting 
Bale Ties 
Nails, Tacks, Staples 
Ba Wire 
National Expanding 
Anchor Dirt Set End and 
Corner Posts 
Wire Clothes Lines 
Wire of all kinds 





























208 South LaSalle Street, Chicago SUBSIARY OF UNTIED, ATES STEEL CORPORATION Empire State Bldg., New York 
94 Grove Street, Worcester AND reli AL Ones First National Bank Bldg., Baltimore 
Pacific Coast Distributors Columbia Steel Company, Russ Buildieg, San Francisco Export Distribators: United States Steel Products Company, New York 
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They Save 


Floors * Rugs and— 
Carpets _ 


LN 











It’s the ball bearing feature that 
makes ACMES so popular. These 





casters protect all floors and floor 
coverings. ACMES roll in any di- 
rection—quietly, smoothly. 








Demonstrate an ACME on your 
counter, or in the palm of your 
hand and the customer will buy 
one, or more sets. 







THE ScHATzZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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Do You Wish a List of 
WHOLESALE 
HARDWARE 
HOUSES? 


Then purchase a copy of the twelfth 
edition of HARDWARE AGE VERI- 
FIED LIST if you have not yet done so. 


This publication contains the following lists : 


SHELF HARDWARE JOBBERS 

HEAVY HARDWARE JOBBERS 

MILL SUPPLIES JOBBERS 

PLUMBERS AND TINNERS SUPPLIES JOBBERS 
MANUFACTURERS AGENTS 

HARDWARE CHAIN STORES 

HARDWARE ASSOCIATION LISTS 


We need hardly point out the necessity and value of 
a carefully compiled hardware jobbers list. 


It not only gives you the names of all the hardware 
jobbers, but also includes their capitalizations, the 
territories they cover, the number of men travelled, 
the lines handled and, in most cases, the names of 
officials and buyers. 


Such a publication is not only indispensable to your 
salesmen in making their personal calls on the jobbers, 
but will be constantly useful to your credit depart- 
ment, and essential to your sales promotion depart- 
ment in its direct mail work. Many concerns find it 
highly advantageous to give copies to their road 
salesmen and district representatives. 


The price is $10.00 a copy. 
Kindly send remittance with order as 
all book sales are made on a cash basis. 


This publication does not contain a list of 
Hardware Retailers. 


HARDWARE AGE 
VERIFIED LIST DEPARTMENT 
239 West 39th Street New York, N. Y. 
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HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 
GENTLEMEN: 


Kindly send me. copies of the Twelfth Edition of 
your Verified List of Wholesale Hardware Houses. 


I Sosa hs sso 'e ova. pv a eal On Sentara ake aay lege ate 
OFFICIAL .... 
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oIMMONS 


KEEN 


us 


pouble Forge? 


Sharpness 


goth Bows Fitted 


— will Not 


Cramp oF - 
the Hand. 


and 
Joint to 


utting 
the Life 
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PATENTED 
SCREW AND 
NUT 


Two generations of American women have proved for themselves that 


KEEN KUTTER SHEARS LAST A LIFETIME 


Forged steel laid blades. Two kinds of steel are two steels welded together e e e Accurately and 
used: a tough drop forged steel in the handles uniformly hardened and tempered, then ground, 
and the backs of the blades, and a special high sharpened and perfectly adjusted for immediate 
carbon crucible steel in the cutting edges—the and continued service. 








KEEN KUTTER 


No. K73706—the general purpose 
number that appeals to a wide num- 
ber of users. Three blades: one large 
clip, one pen and one patented leather 
punch. Clip blade full polished. Nickel 
silver bolsters and shield; nickel lining. 
3%-inch stag handle. 


The Companion Line to Keen Kutter Shears for 
the Profit-Making Retail Cutlery Department 


among boys of all ages, Two blades: 


\ No. K2783%—a favorite model KEEN KUTTER Pocket Knives Are: 


one large clip and one pen. Large H 
blade full polished. Nickel silver cap, © Sharpened and whetted on oil stone 


. A bolster and shield; brass lining. 344- by hand, ready for immediate use. 
. ~~ * inch stag handle, as illustrated. 
\ 


™ e Highest-grade steel blades, uniformly 


tempered to resist wear and strain, and 
to retain their sharpness. 


EVERY KEEN KUTTER IS A 
‘PROFIT NUMBER THAT SELLS 


No. K3070J—a popular type of thin- 
style but substantially made pen knife. 
Three blades: one spear and two pens; 
large blade full polished. Nickel silver 
No. K3828 —an outstanding choice . bolsters, shield and lining. 33-inch 
of business-like cattle knife. Three - iridescent green and black celluloid 
large blades: one clip, one sheep foot Ly o™ handle. 
and one spey. Large blade full pol- ( % 
ished; nickel silver bolsters, shield and 
lining. 4-inch stag handle. 


SIMMONS HARDWARE COMPANY 
St. Lovis, Mo. 


Please give me full details of your dealer proposition 
on Keen Kutter Cutlery. 


ee aaa 
Store Name................. 
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STANLEY 


HINGEWARE HAND TOOLS 


{STANLEY 
SY 








NEW BRITAIN, CONN. 








Your 
Community is 
Readu fMore 





MYERS WATER SYSTEMS 


Right now—right in your own community and in hundreds of other 
communities like yours, folks are in the mood to install modern 
water systems for the homes and farms. 


ah Pes 


¥ DISCH. TO 
ft MOUSE LIne 
He 


a ~ Some have shallow wells or cisterns. Others have deep ones. Some 
: will require large volumes of water. Others will use but a small 
quantity. Whatever the requirement, there is a dependable Self- 
Oiling Automatic Myers Water System for the purpose—the line is 
complete, fully proven, nationally advertised, and a money maker 

for dealers. 


Quality, precision workmanship, exclusive features, low prices. The 
reliability of Myers Water Systems and the wide field of service to 
which they are adapted leaves nothing to be desired. They open the 
—~ to broader sales possibilities with profits that are really worth 
while. 


Let us have your inquiry today. We, too, will act promptly. 


Tae F. E. Myers & Bro. Co. 
ASHLAND, OHIO 


PUMPS — WATER SYSTEMS — HAY TOOLS — DOOR HANGERS 
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ATTURINIGTESS 


Quality Products 
Manufactured Since 1899 


Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware and Door Handles 





Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons and Corner Braces 
Heavy Pressed Steel Door Handles 
Barrel Bolts 
CARDED HARDWARE 


ALL Are Available Through Progressive Jobbers and 


are Fully Described in our Catalog No. 19 Which We! | 


Will Send on Request. 


RIFFIN | 


(RIF! Company 


ERIE, PENNSYLVANIA 








Branch Offices and Warehouses: 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 


BOSTON: 113 Purchase St. 
SAN FRANCISCO: 703 Market St. 






—— 


> RIVETS 
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represent a small but vital item... Protect 





the quality of your product... specify 


TE ea naeeetn 


rivets made by Tubular Rivet & Stud 








Company ... they are true to gauge — 
thoroughly dependable—available in 
various styles and sizes ... The products 
of Tubular Rivet & Stud Company are the 
perfected result of many years of scientific 


} ~ manufacture ! | 













| TUBULAR RIVET & STUD CO. 
BOSTON, MASSACHUSETTS 


The largest fact in the world devoted to 

} the manufacture of Tubular and Clinch Rivets 

! —-—_-— = — 
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Noh Vacation ra 


AMERICAN SCREWS 


[7 i is a good thing that American 

Screws are not human, otherwise 
they would have needed a “vaca- 
tion” in the ninety-six years they 
have been on the market. 


This summer when most of us are 
thinking about vacations American 
Screws are still on the job holding 
wooden construction together. 


Summertime like the rest of the 
year will bring a lot of calls to your 
store for American Screws. A few 
cartons of “Handy Packs” (includ- 
ing the 10 most useful sizes in sep- 
arate packages) will help your 
summer sales. 


Get “Handy Packs” from 
your jobber or write to us. 





WwOoD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I..U.S.A. 


WESTERN DEPOT, 219 WEST RANDOLPH ST., CHICAGO, ILL. 


Put lt Together With Screws 
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STIMULATE 
SUMMER 
SHOVEL 


SALES 


with— 










SOLID 


SHANK 
Equipped 
with ABW 


SHOCK 
BAND 


Ames BALDwiIn WyomiNc Co. 


PARKERSBURG, W. VA. 


NORTH EASTON, MASS. 
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ATIASTE 


SIMPLE - PRACTICAL- EFFICIENT | 


LAWN MOWER 
SHARPENER 








and it's a 


CARBGRYNDUM 


REG.U.S. PAT. OP 


PRODUCT 


Tip the Lawn Mower up by putting foot on handle 
so wheels are clear of ground 








A ONE-MINUTE 
SHARPENER 


O need to remove the mower wheels 

—no shifting of cogs—no mechani- 
cal problems in using this sharpener. 
@You simply hook it over the cross- 
bar of the mower—tip up the mower so 
that the wheels are free of the ground— 
hold the sharpener lightly against the 





blades with one hand—turn the blades Hook the Carborundum Brand Lawn Mower Sharpener 


over the cross bar of mower 


by revolving the mower wheel with the 
other hand. And in a few revolutions 
the blades are sharp. 

@The Carborundum Brand Sharpener 
is a steel, rust-proof, plate faced with 
clean, fast cutting, long-lived Aloxite 
Brand Cloth—in just the right grit to 
give a quick keen edge. 

Q Nothing so simple—yet so efficient. 


No. 41—12-inch size for mower blades 12 to 16 
inches wide. Retails for 50 cents. 

No. 42—16-inch size for mower blades 16 inches 
and wider. Retails for 65 cents. 


> 


PACKED IN ATTRACTIVE INDIVIDUAL CARTONS 
ONE DOZEN EITHER SIZE STANDARD PACKAGE 





= Order Now from Your Jobber or 


" Hold Sh ner lightly against blade: lving the 
Direct to Catch Summer Trade 2 Fp gin en ohne 


blades by turning wheel of mower 








OEE SS 


THE CARBORUNDUM COMPANY — NIAGARA FALLS, N. Y. 


4 CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 
SALES OFFICES AND WAREHOUSES IN * 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 


(cansorunoum AND ALOXITE ARE REGISTERED TRADE MARKS OF THE CARBORUNOUM company ) 
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@ We repeat: every time you 


sell wax sell WA XO FF 


As one of our merchant-friends aptly put 
it, “Wax and Waxoff go together as nat- 
urally as Corned-beef and Cabbage.” 


Every woman knows that fresh wax ap- 
plied on top of old wax or polish will not 
give her floors a brilliant, lasting lustre. 
But ...what to use to take the wax off... 
what a stumper and bumper that has been! 


Today, thanks to Waxoff, you can offer 
Mrs. Puzzled Public a swift and safe an- 
swer! For here is another Schalk”natural.” 
Here is a chemist's discovery that whisks 
the wax off floors jiffy-quick, that can't 
hurt the hands, and that can't explode! 


And, get this: Waxoff is 
packed right and priced right 
*n tune with these thrifty 
times. A 1O0c carton contains 
enough new magic to do the 
wax-Off trick to an average- 
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sized flocr. What's more, Waxoff ties right 
in with the new trend toward the no-rub- 
bing type of wax. Hence it's simple sales- 
sense: every time you sell wax sell Waxoff! 


Get behind this item that's being 
nationally publicized to wax-minded and 
floor-minded America! Tell your jobber 
you want to put the Waxoff self-seller to 
work on your counter... twelve dapper 10c 
cartons to the container...and watch the 
dimes come trooping in! 


Made by Schalk Chemical Co., 357 East 
Second St., Los Angeles. Eastern Branch: 
3932 South Lincoln Street, Chicago. 


WAN off 


@ Every 
time you 
sell varnish 
fora floor 
refinishing 
job—sell 
DOUBLE X 
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HEN a man is walking on a steel girder a couple of hun- 

dred feet above ground and leaning against the wind 
(actually leaning, mind you), he is the sort of man who makes 
good in spite of conditions, not because of them. He is the 
type of man you would not hesitate to recommend. 


And because Nicholson Files, too, do their work well in spite of 
conditions, rather than because of them, you can recommend 
them without any reservations about their quality. 


When you sell Nicholson Files, you are selling tools with a long 
and honorable record of doing excellent work under hard con- 
ditions. There is no doubt about it—you are selling the high- 
est file quality when you make a sale of Nicholson Files. At 


yourjobher’s. Nicholson File Company, Providence, R.I., U.S. A. oe t  ¢ 4 oO L $\ oO ag 


A FILE FOR EVERY PURPOSE FILES 


18 HARDWARE AGE 











wor ayers 


With Which is Combined 
Goop HARDWARE 


GEORGE H. GRIFFITHS 
General Manager 


CHARLES J. HEALE, Editor 


J. A. WARREN J. M. WITTEN 
Associate Editors 


L. W. MOFFETT 
Washington Representatiwe 


ADVERTISING REPRESENTATIVES 


New Yorx 
H. G. BLovorrr, 239 West 39th St. 
Boston : 
Cuauncer F. Enciisn, 140 Federal St. 
CLEVELAND: 
Witt J. Feppery, 605 Union Bldg., 1836 
eonengg Ave. 


CHICcaGco 

L. V. Rowzanes. 802 Otis Bldg. 
San FRANCISCO, ont’ 

R. J. Bree aS ‘Ganceme St. 
Los ANGELEs, Say : 

R. J. Bircn, 846 So. Broadway 





Fritz J. Franx, 


~ FIARDWARE 


GE 


The Hardware Dealers Magazine 


PUBLISHED EVERY OTHER THURSDAY 


EDITORIAL CONTENTS of THIS ISSUE 


July 6, 1933 


How’s the Hardware Business? _ . 


Electrical Groups Deny Any Attempted Discrimination 
Against Hardware Wholesalers 


Efficient Truck Operation, by Martin J. Koitzsch 
The Operating Plan of the Hall Hardware Co. 


Unorganized Minorities to Have Fair Hearing on Codes, 


by L. W. Moffett 
Hardware Curiosities, by Robert Pilgrim 
Let’s All Go to Sea, by Saunders Norvell 
Just Among Ourselves, by Charles J. Heale 
Use Your Space to Create Sales, by J. A. Warren 
More Summer Windows ae 
Letters to the Editor 
The Purchasing Contract, by D. W. Northup 
Mississippi and Carolinas Conventions 
News of the Trade ........... re ee a aes 
What’s New 
Who Makes It? 


Advertisers’ Index page 67 


IRON AGE PUBLISHING CO., INC. 
Pres. Grorcs H. Gairritus, Secretary 


Publication Offices: N. W. Cor 56th and Chestnut Sts., Philadelphia, Pa. 
Executive Offices: 239 West 39th Street, New York, N. Y. 


SuBsoRivtion PRICH—United States, its possessions: One 


Member Audit Bureau of Circulations 


year, $1.00. Mezico, Central America, South America, Spain and its colonies: One year $2.50. Canada 


Foreign countries not taking domestic rates, 1 year, $2.50; Single copies, 15c¢ each. 





21 


24 
25 
26 


30 
32 
33 


36 
38 
40 
44 
45 
47 
52 
57 


$2.56. 













8 


e Cyclone ‘‘Red Tag’’ Screen 
Cloth, made of quality material on 
the most modern machinery. 


e Cyclone ‘‘Red 
Tag’ LawnFence 
for years the lead- 
ingsellerbecause 
of its high quality. 


























THE 


RETURN to REASON 


...-IT HAPPENS EVERY NOW AND THEN 





@ You hear it from jobbers, salesmen, and dealers—you see it in your 
own business—''People are turning to better Quality Merchandise.” 

Again history repeats itself. Cheap merchandise—soon forgotten 
has again lost its hold upon your public—again proving it cannot 
give enduring satisfaction. 

Built to meet prices it has not met other expectations and therefore ° 
flourished only when buying power was low—and is dying rapidly 
now that public spending power is flowing back. 

In forty-seven years we have seen many such changes, have had 
many occasions to compete with low priced merchandise and have 
proven each time that our quality policy is the most profitable to 
our dealers and most fair to your customers. 

Quality has kept us in our place of leadership and accounts for 

the fact that we are daily winning new trade 
through our fine group of jobbers. 


Ask your jobber for complete informa- 
C tion regarding Cyclone ‘‘Red Tag’’ prod- 
REG. U.S. PAT. OFF ucts. If he can not give it to you, write us. 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, III. 
BRANCHES IN PRINCIPAL CITIES 


SUBSIDIARY OF aurea US) stares STEEL CORPORATION 
Pacific Coast Division: 
STANDARD FENCE COMPANY 
Oakland, California 





Se ee 


« Cyclone “Red Tag’ Gates, 


. Cyclone “Catch e Cyclone “Red Tag” Burner walk or drive with filler to 
All basket painted Baskets, 3 sizes, painted red, match fence fabrics. Various 
green, intersections intersections electrica!ly weld- sizes and heights. Fittings for 
electrically welded. ed for additional strength. wood or steel posts. 
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A REGULAR FEATURE 
OF HARDWARE AGE 





Ow’s tne Hardware Business? 


Interpreting for hardware 
men, such basic factors as 
crop outlook, freight car 
loadings, circulation of 
money, building progress, 
employment, ete., and 
dealing with specific price 
trends, demand for mer- 
chandise, shortages and 
future outlook as reflected 
by the study of the na- 
tional hardware’ market 
situation. 











Higher prices on electric refrig- 
erators have been announced by four 
makers. Price increases on Leonard 
and Kelvinator units became effective on 
June 28, while advances on Majestic 
units occurred on July 1. Closely fol- 
lowing price reductions on certain 
models, advances on the entire Gen- 
eral Electric line also became effective 
July 1. 


* * * 


Following the recent 8 per cent 
advance on carriage, machine, lag and 
plow bolts, and on nuts, some makers 
have extended the new wholesale cost 
for orders through July, and for ship- 
ments to be completed by Aug. 15. 
Higher schedules on bolts are felt to be 
certain, as soon as steel prices are more 
clearly defined. 

* & # 


Advances in paint prices have 
been announced by several leading man- 
ufacturers. Sherwin-Williams, on June 
19, advanced dealers’ prices about 714 
per cent, bringing current quotations 
to the approximate 1916 level. Other 
large makers, including Devoe & Rey- 
nolds, and Glidden, have also either in- 
creased prices or are contemplating ad- 
vances based on the mounting costs of 
raw materials. Several paint factories 
have been operating recently at full 
capacity. 

* * * 

Heavier stocks are becoming 
more popular with hardware wholesal- 
ers as prices advance and the demand 
increases. It would appear that both 
dealers and wholesalers are inclined to 
place substantial orders for merchan- 
dise of the type likely to advance in the 
near future. A report current in the 
trade is to the effect that some whole- 
salers have instructed their buyers to 
bring stocks up to the 1926 level. 
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Two Utah hardware wholesalers 
report increased sales, and are much 
encouraged by the prospects for further 
gains. The aggregate May, 1933, sales 
of the Salt Lake Hardware Co. and the 
Strevell-Paterson Hardware Co., both 
hardware wholesalers of Salt Lake City, 
Utah, exceeded the aggregate sales total 
for May, 1932, by more than $100,000. 
The business outlook, in the opinion of 
both firms, is most promising. This 
news was recently featured in the Salt 
Lake City Telegram. 


* * * 


Prices were withdrawn on June 
27 by the Leetonia Tool Co., Leetonia, 
Ohio, following an unavailing effort on 
the part of the company to obtain steel 
coverage for 30 days. On orders re- 
ceived after June 27 it will be the com- 
pany’s policy to acknowledge and state 
the prevailing price. 


&*¢ 2 #® 


The rope pricing custom was 
changed on July 1, when the Plymouth 
Cordage Co., North Plymouth, Mass., 
in announcing new rope prices, advised 
the trade that the quotations would be 
subject to change without notice. For 
some time it had been the practice of 
rope manufacturers to name prices for 
a period of three months, but unusual 
conditions have made the new plan de- 
sirable for the time being. Other rope 
makers, it is believed, will take similar 
precautions. 

* * * 


Important makers of harness 
items, strap work and horse collars, 
having withdrawn all quotations, are 
naming prices on specified inquiry only. 
Leather prices have lagged far behind 
the rise in hides, and substantially 
higher figures are expected later. 


The advances last month on axes, 
hatches, hammers and wrenches have 
been followed by increases on other 
important tool lines. Picks and mat- 
tocks were raised 5 per cent, and sledges 
and wedges 10 to 15 per cent, effective 
July 1. A recent 10 per cent advance 
on Disston first-quality files has been 
followed by changes ranging from 10 
to 15 per cent upward on the competi- 
tive grades of other makers. 

* * * 

Screw hook and strap hinge 
prices are reflecting the recent manu- 
facturers’ advances, ranging from 10 to 
20 per cent, and makers are generally 
not keen about accepting advance or- 
ders. One producer of lock washers is 
notifying his trade of a contemplated 
30 per cent advance, while other mak- 
ers indicate 20 to 25 per cent change. 
Actual price lists may not be issued 
until about Aug. 1. 

* * * 

” Tack manufacturers are under- 
stood to have prepared new price lists 
to go into effect July 1, showing an ad- 
vance of 50c. per 100 Ib. in bulk tacks, 
and of about 5 to 71% per cent on pack- 
aged tacks and on cobblers’ nails. Es- 
cutcheon pins, both brass and steel, 
have been marked up 10 per cent, and 
copper nails, wire brads and miscel- 
laneous small packaged nails have taken 
similar increases. 

* * * 

Galvanized glazier points are up 
lc. per pound (about 10 per cent) and 
solid zine points have been raised 4c. 
per pound (25 to 30 per cent) by the 
largest producer; others will doubtless 
follow. 

* * * 

Red rosin sheathing paper, a 
common hardware staple under more 
lively building conditions, has been in- 
creased nearly 100 per cent in price by 
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one of the former low-priced Western 
mills—and this seller states that costs 
are still advancing so rapidly that orders 
can be accepted only for current ship- 
ment at the mill’s convenience. 


x * * 


Cotton duck has taken another 
mark-up of more than 10 per cent, and 
wholesale buyers have almost lost count 
of the rises on cotton rope, sash cord 
and twines from various mills. It is cer- 
tain that only a portion of the advances 
actually named have as yet been passed 
along to the retailer. This is true of 
most of the sharply changing items— 
particularly products of leather, cotton, 
copper and brass. 

* * * 

Makers of screen moldings are, 
in many cases, getting prices 30 to 40 
per cent above the competitive low quo- 
tations of the early spring. Prices have 
been withdrawn by some manufacturers 
of weatherstripping and higher quota- 
tions are looked for on all styles. 

* * * 

Advances have been general on 
standard steel washers, the rise varying 
among different manufacturers, but 
ranging up to 50c. per 100 lb., or about 
20 per cent on the heavier (base) sizes. 

* * x 

Many seasonable lines, on which 
current sales are nearly at an end, are 
being promptly marked up by the fac- 
tories, undoubtedly to forestall specu- 
lative buying toward next spring. Lawn 
mower prices are scheduled for a sharp 
increase. 

* * * 

Bronze screen cloth, in all mesh- 
es, has been raised 50c. per 100 sq. ft., 
and copper cloth 65c. per hundred. Steel 
screen cloth was marked up about 5 
per cent in April, and will probably be 
higher next year. 

* * * 

Concessions prevailing on poul- 
try netting during the past spring have 
been withdrawn by manufacturers, and 
the higher schedules of last November 
are now in general effect. This is un- 
doubtedly preliminary to higher prices 
before next season. 

* a” * 


Electrical lamp cord has taken 
another advance of about 15 per cent, 
and BX cable a further increase of 
about 18 per cent. Friction and rubber 
tape are up about 10 per cent. Several 
makers of staple electrical appliances 
are expecting to issue higher price lists 
on July 1, and wholesalers consider ad- 
vances imminent on sockets, switches 
and wiring devices. In general, these 
small units have been priced unprofit- 
ably low, through competitive pressure. 

* * * 


Dixon and Eagle lead pencils, 
in many standard grades and numbers, 
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have taken recent price increases rang- 
ing from 10 to 15 per cent. 


* * * 


Rid-jid and other ironing tables 
are understood as due for early mark- 
up. Some recent values have been be- 
low current mill costs and cannot be 
maintained. 

* * * 

Motor oil has advanced 2c. per 
gallon, and the popular 2-gal. size, in 
atractive lithographed cans, a large sell- 
er in the hardware stores, is now costing 
the dealer 95c. 

* * * 

New price sheets are general on 
wire clothes lines at an advance of about 
10 per cent, and on braided picture 
wire up by a similar percentage. 


* %*+ * 


The markets on metals continue 
fairly steady, and most of the advances 
have been held. Solder and _ babbitt 
metal sales have kept up surprisingly 
well at the high cost basis, and pur- 
chases are undoubtedly going into im- 
mediate consumption. Tin costs are 
closely affected by an international reg- 
ulating board, whose activities have 
recently been expanded. A _ research 
and development committee has been 
formed, along the lines of that in the 
copper and brass industry, to search 
out and develop new uses and new mar- 
kets for tin. 

. * * 

June brought to hardware con- 
cerns an experience of hustle and thrill 
not equalled for several years, and not 
likely to be soon forgotten. The flow 
of changing prices and of busy ordering 
has been universally felt. Toward the 
end of the month, while price advances 
and withdrawals continued. prevalent, 
they were commencing to show a more 
moderate pace, yet there has been a feel- 
ing that the lull would be brief, and 
that July will bring another rush of 
changes. 

* * * 

The withholding of definite an- 
nouncement of the future market on 
steel, and of the period to be affected, 
has delayed the issuance of many new 
quotation sheets by manufacturers 
whose costs are largely dependent upon 
steel. 

* * * 

Administrator Johnson and his 
associates have been encouraging the 
more cautious consideration of price 
changes, by emphasizing the precedence 
to be given to wage and employment 
betterment, preliminary to, and, if pos- 
sible, apart from the quoting of higher 
prices. 

* ” * 

Sales of hardware and kindred 
lines by wholesalers are maintaining 
their recent sharp betterment, ranging 


as high as 50 per cent above the lows 
of early 1933. Most sections report a 
surprising absence of the expected sum- 
mer slump—and a continuance of gains 
right up to the end of June. Retailers 
in general seem to have been buying at 
a rate better than their actual improve- 
ment in sales. There is a usual esti- 
mate of 20 to 25 per cent increase in 
over-the-counter sales by the average 
small retailer, compared to his first 
quarter records. 


* * 


The greatest gain in real orders, 
however, has been enjoyed by the manu- 
facturer. Just as the retailer has bet- 
tered his rate of buying above that of 
his selling, so have the jobbers changed 
from ultra-moderate to generous order- 
ing. For the most part, goods they ex- 
pect to require for early fall are already 
bought, and permission is frequently 
given the manufacturer to forward now. 
It cannot be said that a large amount of 
really speculative ordering has been at- 
tempted—and, if it were, the chances 
would be against its acceptance by the 
average manufacturer, who is uncer- 
tain of his future “regulated” costs. 

* © * 


Sporting goods manufacturers 
expect to see moderate advances in 
prices on athletic equipment. Slight 
upward revisions are already effective 
on “Fall” merchandise, which includes 
football and baseball equipment. It is 
considered more than likely that prevail- 
ing prices on baseball, tennis and golf 
goods, with the exception of both leath- 
er and canvas golf bags, which have al- 
ready been advanced, will continue in 
effect throughout the present season. 

* * * 


Prices on Perfection room heat- 
ers were advanced by the Perfection 
Stove Co., Inc., Cleveland, Ohio, on 
June l» The new price lists, applying 
on portable, kerosene-burning room 
heaters, show an approximate 5 per 
cent advance over previous prices. The 
price increases vary to some extent on 
different numbers, but average about 


5 per cent. 
* * * 


Grigsby -Grunow factories are 
operating on overtime schedules and 
their Majestic radio June production 
schedule calls for a five-fold increase 
over June, 1932. June shipments of 
Majestic refrigerators were also ahead 
of last year, and the July refrigerator 
schedule has not been equalled in July 


for two years. 
* & *& 


The Continental Screen Co., De- 
troit, Mich., has advised the trade that 
new prices, representing an advance of 
about 10 per cent, are effective on the 
company’s screen doors, window screens, 


HARDWARE AGE 





sto! 


the 
of t 
acc 


sho 
the 
nev 


wet 
cap 
gal 
lro 
me. 
out 
sin 
cen 
ma 


for 


Mc 
ger 
Me 
an 
sar 
nes 
wit 
it | 
of 
abi 
hai 


far 


aln 


lar 
ref 
lov 


do! 


$1. 








e lows 
port a 
1 sum- 
gains 
tailers 
ing at 
prove- 
1 esti- 
ase in 
yerage 
; first 


rders, 
manu- 
s bet- 
iat of 
anged 
order- 
2y ex- 
ready 
iently 
| now. 
unt of 
en at- 
ances 
yy the 
incer- 
Ss. 


turers 
es in 
Slight 
ective 
sludes 
It is 
‘evail- 
1 golf 
leath- 
ve al- 
ue in 
on. 


heat- 
ection 
02, on 
lying 
room 
> per 
. The 
nt on 
about 


5 are 
; and 
iction 
rease 
ts of 
ahead 
srator 


. July 


. De- 
> that 
ice of 
n the 
reens, 


AGE 





K.D. frames, combination screen and 
storm doors and Deflextair ventilators. 
* * * 


Wholesale commodity prices for 
the week ended June 24 reflected one 
of the largest advances in recent months, 
according to the index compiled by the 
National Fertilizer Assn. The index 
showed a gain of 15 points, which sent 
the general index number to 62.7—a 
new high record for 1933. 


* * * 


Steel operations expanded in the 
week of June 25 to 53 per cent of ingot 
capacity, which represents a three-point 
gain over the preceding week. The 
Iron Age, in making this estimate, com- 
ments that “the upward swing of out- 
output, which has been uninterrupted 
since operations struck a low of 14 per 
cent in the third week of March, has 
marked one of the sharpest recoveries 
in the history of the trade.” 

* *& 


Harness is staging a come-back 
for the Brown-Camp Hardware Co., 
wholesalers, Des Moines, Ia. W. T. 
McNerney, the firm’s vice-president and 
general manager, is quoted in the Des 
Moines Register with the statement that 
an increased demand has made it neces- 
sary for the company to expand its har- 
ness and saddlery department. This, 
with numerous similar reports, makes 
it evident that the renewed popularity 
of the horse among farmers has brought 
about a marked improvement in the 
harness business of enterprising hard- 
ware wholesalers and dealers who serve 
farming sections. 

* * * 


Dollar wheat and 10-cent cotton 
almost became actualities on June 26, 
when quotations registered a spectacu- 
lar rise, and substantial gains were also 
reflected in other grains. On the fol- 
lowing day wheat advanced to above a 
dollar, but cotton had a slight setback. 
Statisticians have estimated that the 
advance since the bank moratorium in 
March, to June 27 inclusive, has added 
$250,000,000 to the value of wheat still 
held on farms, $300,000,000 to corn, 
$135,000,000 to oats, and $65,000,000 
to rye and barley. 

* * * 


With a single exception price 
protection on electric fans and outing 
jugs has been assured customers of the 
Knapp-Monarch Co., Belleville, Ill. Ex- 
cept on the company’s 714-in. competi- 
tive fan, prices established prior to the 
recent commodity price advances will 
remain in effect. On this particular 
number, orders exceeded by many 
thousands the anticipated requirements, 
and additional materials had to be pur- 
chased at a considerable advance in 
cost, making a slight price increase nec- 
essary on this particular number. 
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Prices will be withdrawn on 
July 10 on the Fulton line of indoor 
clothes line reels manufactured by the 
Patent Novelty Co., Inc., Fulton, Ill. 
The line includes the following reels: 
Bluebird, Polly Prim Portable, Tidy 
Tilly and Jiffy reels. Several recent 
sharp advances in the price of braided 
cotton cord, as used in the line, have 
made the company’s action necessary. 

* & * 


The Carolinas were among the 
first to feel the upturn in business, ac- 
cording to an executive of a hardware 
manufacturing firm, who has just re- 
turned from an extended Southern trip. 
The first indication of an upturn in the 
Carolinas, he says, came late in April, 
with one wholesaler reporting selling 
three carloads of hoes for hand culti- 
vating, as compared with the sale of 
one carload during the same period of 
last year. Then, wholesalers in this 
section began to get heavy specifica- 
tions for futures on axes. Activity im- 
proved to such an extent in May that 
wholesalers in cotton growing and tex- 
tile manufacturing sections were work- 
ing nights to take care of the business. 

In all of the States comprising the 
Southeastern section from Virginia 
south, this executive found many hope- 
ful signs. Many wholesalers reported 
business in April exceeding that for the 
same month in 1932. Some wholesalers 
also exceeded 1932 figures in January, 
February and March. Residential 
building in the Southeastern section, he 
declares, has shown a sufficient pick-up 
to be reflected in the sale of mechanics’ 
tools. Somewhat of a paradox was 
noted in the fact that many of the lines 
that have been the slowest have staged 
the best comback, and the same is true 
of many of the cities—those hardest hit 
seemingly making a more rapid re- 
covery. 

* * * 

Prevailing prices were withdrawn 
July 1 by the Warren Tool Corp., War- 
ren, Ohio, and a new discount, equiva- 
lent to an advance of approximately 5 
per cent, was established. 

* * * 


A larger force is working nights, 
several nights each week, to insure 
prompt shipment of orders being re- 
ceived by a Central Western hardware 
wholesaler. This is made even more 
significant by the fact that the same 
wholesaler has added about 200 new 
names to the payroll. 

*% * * 


Prices on linseed oil have been 
showing a steadily advancing tendency. 
On June 27, Atlantic linseed oil, in less 
than 5-bbl. lots, was being quoted by 
the National Lead Co., New York City, 
at 11.1c. per pound, while the quotation 
on larger lots was 10.5c. per pound. 


Wage increases continue to be 
announced by an increasing number of 
industrial concerns. The General Elec- 
tric Co., on June 20, announced a 5 
per cent increase in wages and salaries 
for its 50,000 employees, to become ef- 
fective July 1. Numerous examples of 
wage increases ranging from 5 to 10 
per cent can be cited in many other 
smaller industries throughout the coun- 
try. Some concerns have granted their 
workers the second 10 per cent wage in- 
crease within a 60-day period. 


* + * 


An avalanche of orders was re- 
ceived by the Standard Electric Stove 
Co., Toledo, Ohio, following the intro- 
duction of the company’s now popular 
priced “Toledoan” range. While a large 
volume of orders was anticipated, the 
demand exceeded the company’s expec- 
tations to such a marked degree that 
the entire production of the factory for 
May was sold out before the 10th of 
the month, and many orders had to be 
booked for June shipment. 


* *+ 


Lower radio tube prices were an- 
nounced June 15 on certain types of 
Sylvania radio tubes, made by the Hy- 
grade Sylvania Corp., Emporium, Pa. 
The types affected and their new list 
prices are as follows: O1-A, 60c.; 24, 
$1.20; 26, 65c.; 27, 70c.;. 35, $1.30; 
36, $1.50; 37, $1.20; 38, $1.45; 39, 
$1.50; 44, $1.50; 45, 75c.; 47, $1.30; 
71-A, 75c.; 80, 70c. 


* * * 


June production of Wooster 
brushes was the largest in over four 
years, states Walt R. Foss, of the 
Wooster Brush Co., Wooster, Ohio. The 
company’s sales volume has steadily 
increased during the past two months 
and the prospects are that the present 
full speed, full time operations of the 
Wooster factory will continue well into 
the winter months. As the company 
makes every effort to discourage specu- 
lative purchases, it is said the improved 
business being enjoyed is the result of 
a steady flow of brushes through the 
regular trade channels into the hands of 
users. Mr. Foss also made it a point to 
emphasize that no small part of the 
company’s showing could be attributed 
to a consistent and continuous adver- 
tising policy. 

* * * 


Increases in motor car sales in 
May over the same month last year 
were general throughout the United 
States, according to R. L. Polk & Co. 
The firm estimates total sales of new 
passenger cars for May would reach 
165,000 units, as compared with 119,- 
909 units in the preceding month, and 
131,282 units in May, 1932. 
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Se PAE, 


Electrical Groups Deny Any 
Attempted Discrimination Against 
Hardware Wholesalers! 


AST month the National Electrical Manufacturers’ 
Association (N.E.M.A.) held a convention at Hot 
Springs, Va. Since that meeting there has been 
a persistent rumor charging this organization with at- 
tempts to discriminate against hardware wholesalers by 
preventing them from distributing electrical equipment 
and appliances. The story that came to us was that 
the N.E.M.A., under the National Recovery Act, would 
proposed a Code which restricted the distribution of 
all electrical merchandise to the strictly electrical whole- 
sale channels. The Code clause providing such re- 
stricted distribution was believed to be the result of 
pressure from the National Electrical Wholesalers As- 
sociation (N.E.W.A.), who were said to have recently 
avoided admitting hardware jobbers to membership. 





Our own study of the text of the National Recovery 
Act convinced us that the alleged N.E.M.A. distribu- 
tion restriction clause could not gain acceptance in 
Washington. This legislation was developed to pro- 
tect legitimate business, not to hamstring it. There- 
fore, such a penalty could not be countenanced in Gov- 
ernment circles. Knowing that many N.E.M.A. mem- 
bers depend upon hardware wholesalers for an impor- 
tant and profitable share of their total distribution, we 
could not conceive any action on their part which 
would injure that volume of business. 


L. W. Moffett, Washington representative of Harp- 
WARE AGE made an immediate investigation of the capi- 
tal. He obtained a prompt “unofficial” opinion that 
the alleged distribution restriction clause or any simi- 
lar discriminatory clause would meet prompt rejection 
if it were submitted. He was also told that such an at- 
tempt from the source mentioned was incredible, as 
the N.E.M.A. would hardly proceed without competent 
legal counsel. : 


At New York, on June 25th, A. W. Berresford, man- 
aging director of the N.E.M.A., and E. Donald Tolles, 
managing director of the N.E.W.A., were interviewed. 
These officials definitely and completely denied the 
report. Each stated the rumor was without foundation 
and that neither of their respective organizations har- 
bored the slightest intention or desire to prevent hard- 
ware wholesalers from distributing electrical appliances 
and equipment. Mr. Tolles said he was the only 
N.E.W.A. member present at the Hot Springs conven- 
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tion; that he was there as a guest and that no word of 
a distribution restriction clause came to his attention 
at that time nor since. From a roster of his association 
Mr. Tolles read off the names of several hardware job- 
bers who are members. He said hardware jobbers gen- 
erally, if operating an electrical department, had been 
and are eligible, likewise welcome. He further stated 
that his association’s Trade Practice Rules, adopted Oc- 
tober 14, 1932, would be revised and submitted as a 
Code under the new law, but that such action had not 
yet taken place. 

Mr. Berresford said the Code Committee of the 
N.E.M.A. had prepared a tentative draft which had not 
yet been submitted to the membership and, therefore, 
was not available. He stated that the only distribution 
angle considered to date was a clause requiring all mer- 
chandise to be sold above cost. This is in accordance 
with one of the main provisions of the new law. 

As the matter now stands authorized representatives 
of both the N.E.M.A. and the N.E.W.A. have stated to 
HarpwareE AGE that these two associations will submit 
separate codes to Washington; that neither code will 
contain any attempt to discriminate against hardware 
wholesalers in the distribution of electrical equipment 
and appliances; and that at no time have their mem- 
bers expressed any thought, intention or desire toward 
such a restrictive effort. 

When Codes are submitted to Washington they be- 
come public property and are available for publication. 
For 30 days the Codes are subject to protest. Should 
the members of either the N.E.M.A. or the N.E.W.A., 
contrary to the advice and expectations of their execu- 
tives, inject subsequently into their codes any condi- 
tions discriminating against hardware wholesalers, there 
will be ample time for protest should the Industrial 
Control Administration fail to reject such proposals as 
a matter of routine. But in the light of our investiga- 
tions on this subject we do not anticipate any such sit- 
uation arising in the final submission of Codes from 
these two electrical associations. 

HarpwareE ACE accepts its responsibility to watch 
these and other codes affecting retailers, wholesalers 
and manufacturers within our industry, and will vig- 
orously protest and oppose any actions which are inimi- 
cal to the best interests of all factors in the hardware 
industry. 
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One of a series of 
articles on Delivery 
O peration ” 


By MARTIN J. KOITZSCH 


IME is an important factor in 

the efficient and profitable op- 

eration of trucks. Idle time costs 
the operator money; active time pro- 
duces it. 

Most large fleet operators are doing 
something about this, but the great- 
est losses occur among the small oper- 
ators, who either never find time to 
give their trucks the attention they 
require, or feel that some special 
knowledge, they don’t possess, is nec- 
essary. There is nothing mysterious 
or complicated in the procedure of 
making efficient use of truck time. A 
hardware retailer determined to lower 
truck costs can achieve real results. 


Idle Time 

Let us first consider why. an idle 
truck runs into big money. The cost 
of a truck, or a fleet of trucks, and 
the wages of the men hired to drive 
them, are two major costs of delivery. 
These items, together with such other 
fixed items as depreciation, interest, 
garage, license, insurance and taxes, 
represent fixed expenses and are pres- 
ent every minute, day or month, 
whether or not the truck is idle or 
productively engaged. According to 
the truck, fixed cost for a 1-ton model 
may range from $4 to $6.50 per day. 
This fixed cost, of course, remains the 
same, regardless of the amount of 
work accomplished by the truck, but 
the cost per hour or per day changes 
in direct ratio with the time actually 
spent in work. Let us assume, for ex- 
ample, that the fixed per-year cost of 
a given truck is $1,800 and that the 
year consists of 300 8-hour days. On 
this basis the per-day and per-hour 
fixed cost of the truck would be $6 
and $0.75 respectively. 

Now let us assume that this truck 
only works six hours instead of eight 
~* Other articles in this series appeared 


in HARDWARE AGE, June 9, 1932, July 21, 
1932, Sept. 1, 1932. 
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Efticient 


Truek Operation 





hours a day, due to delays in filling 
orders, loading, road troubles, inspec- 
tions by customers and so forth, the 
fixed cost per working hour then 
jumps from $0.75 to $1, or an in- 
crease of 33 1-3 per cent. 

Let us further assume that a re- 
tailer has six trucks, apd that each 
loses two hours per day. The total 
loss per day would then be $9 ($0.75 
x 2 hours x 6 trucks) and the per- 
year loss the astounding figure of 
$2,700. Add to this several days out 
of operation for each truck on account 
of repairs and the sum can easily 
reach $3,000. 

Unless a truck is worked produc- 
tively its full number of hours each 


working day and does that work ex- 
peditiously and efficiently, its owner 
cannot extract full value from his de- 
livery equipment. To cut truck op- 
erating cost to a minimum, an active 
truck is essential. 

Business set-up, selling methods, 
order-taking arrangement, delivery 
scheme, loading facilities and busi- 
ness policy of each hardware retailer 
is different. For that reason no one 
is better qualified to detect the many 
time leaks that exist in delivery, or 
better able to apply the remedy than 
the individual retailer. 

To simplify a time-loss search, at- 
tention should be directed succes- 

(Continued on page 54) 
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This dealer-owned wholesale hardware business 
by agroup of Minnesota retailers, seeking tangible meth 





GEORGE E. HALL 


HE experiences of the 

Hall Hardware Co., Min- 

neapolis, Minn., and the 
details of its operating plan 
will interest the entire hard- 
ware industry. This story, 
told for the first time by a 
hardware business paper, is 
presented for the informa- 
tion it contains, and not as an 
endorsement. This, and pre- 
vious articles on wholesaler- 
retailer cooperative activities, 
published in HARDWARE 
AGE, are a contribution in 
the search for more economic 
hardware distribution. For 
20 years the Hall organiza- 
tion has endeavored to place 
retail hardware stores in 
competition for current 
consumer business. A funda- 
mental difference in its oper- 
ations is the customer-owner- 
ship of the business and the 
mail-order sales plan. Other- 
wise, the company conducts 
its business along the same 
lines as other wholesale hard- 
ware concerns. 


—THE EDITORS. 
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By CHARLES J. HEALE 
Editor, Hardware Age 







tion of the Minnesota Associa- 

tion, a committee of 22 mem- 

bers representing some 200 retail 
hardware dealers held a_ private 
meeting to discuss tangible methods 
for meeting price competition. Mail 
order houses and department stores 
were selling regular hardware lines 
- SApeween = 45c at prices too close to the wholesale 
iiss TWO SPUCIAL VALUES costs of these hardware dealers. Too 
> ple often the goods were identical, even 

to the brand name. 

A cooperative buying association 
was considered, but this idea was 
quickly abandoned, because such in- 
formal dealer buying groups had not 
been very successful. Naturally, 
there was much talk about “eliminat- 
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A few pages from a Hall 32-page semi- 
annual consumers’ catalog distributed 
by dealers. The prices to consumers 
meet existing local competition. 
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ing the jobber.” There always is. 
But this group realized that some 
one must perform the wholesaler’s 
functions, which might be transferred 
but could not be eliminated. It was 
quite clear that transferring the 
wholesaler’s functions also trans- 
ferred the cost factors of wholesaling. 

The group finally decided to es- 
tablish a regular wholesale hardware 
business, to be owned by themselves 
and other retailers in the territory. 
To effect distribution economies 
(necessary if dealers were to meet 
competition in the black), members 
must reduce the wholesaler’s selling 
cost by giving all their business to 
their own wholesale house. They 
must discount their bills in eight 
days, cooperate in advertising and 


at Minneapolis, Minn., was founded 20 years ago 
methods for meeting the competition of that day 


mail in their orders. Any profits at 
the end of each year would be dis- 
tributed among the customer-stock- 
holders on a pro-rata basis. This 
was the start of the Hall Hardware 
Co., Minneapolis, Minn., named after 
one of its founders, George E. Hall, 
who has been and is president and 
general manager of the organization. 
Previously, Mr. Hall was a partner 
in the wholesale hardware firm of 
Hall-Robertson Hardware Co., Far- 
go, N. D. One of the firm’s early 
employees was S. P. Duffy, who in 
recent years has been assistant gen- 
eral manager and the immediate 
right hand assistant to Mr. Hall. 

A comparison between 1915 and 
1930 figures shows that this business 
has made progress. In 1915 the 





S. P. DUFFY 


Hall Hardware Co.’s totai wholesale 
sales volume was slightly over $400,- 
000 and the average member’s pur- 
chases slightly under $3,000 per 
year. In 1930 the total sales volume 
had passed the $4,000,000 mark and 
the average member’s purchases were 
over $8,000 per year. In its early 
days this firm found it very difficult 
to obtain desirable well known lines 


A sample of a regular monthly Hall advertising circular to be distributed by dealers, featuring goods on which members are 
meeting current competition for consumer business. 





JULY 6, 1933 


out OPERATED « 


ain LOW 
ned omece O° 





wg new at™S | OWER MANUFACTURING COSTS - STRICT OPERATING 














smamacae 








ECONOMIES - BRING GREATEST ARRAY OF 
REAL VALUES EVER! 














27 











sR te 


C. +4. 
JORDAN, 


f 


ORGANIZERS 


Hall Hardware 


. a Johnie 
C.#i Spacth acy tt Wert, 
RAYMOND, MINN. 


of merchandise. As the business 
grew, this situation changed and to- 
day we find the company offering a 
representative line of merchandise. 
It is interesting to know that up un- 
til the first of this year, 95 per cent 
of the company’s sales volume was 
for standard trade-marked merchan- 
dise. The addition of a complete 
paint line bearing the organization’s 
own brand name has changed this 
figure, yet more than 90 per cent of 
the company’s sales continue to be 
for standard merchandise. 

The Hall Plan is a membership- 
stockholder arrangement. To be eli- 
gible, the hardware dealer must be 
well rated, and prepared to pay for 
his merchandise in eight days, taking 
a 2 per cent cash discount. Each 
member buys five shares of common 
stock in the Hall Hardware Co., at 
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$100 per share. On this $500 invest- 
ment a 5 per cent cash dividend is 
paid annually. When profits are 
made in excess of expenses of op- 
erating and dividends on common 
and preferred stock, profit dividends 
are declared. These are based on 
total member gross profits payable 
in 6 per cent cumulative preferred 
stock retired serially as the company 
attains sufficient capital to operate 
most economically. 

The building occupied by the firm 
is owned by the Hall Building Co., 
in which each member is required to 
own at least one share of stock at 
$100, carrying 6 per cent annual cash 
dividends. There is also a member- 
ship fee (since 1926) of $200, which 
makes the total investment $800 on 
which $600 earns $31 per year cash 
dividends. 
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Each member’s purchase record is 
kept separately, including the gross 
profit on all invoices and purchase 
dividends are declared by the Board 


of Directors based on the percentage 


Pages from a weekly bulletin. These 

are combination catalog sheets and 

order forms. On competitive items 

mail-order and chain store retail prices 

are given as well as the dealers’ cost 
prices. 





Galvanized Hardware Wire Cloth 


Shown in Cataing on Page 408 


Make a Good Profit at Mail Order Catalog Prices 
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Cylinder Rim Night Latch 


At 
Mail Order Prices 


This new cylinder rim night latch 
gives far greater security than a 
warded lock, at no additional cost. 





On Orders for One Dozen Latches We Will 
Supply One Mounted 


Sears Price Warts Proce fan 
sinty 8211—Rim Nognt Latches 9048 sou $0.40 
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and Wt will be prepaid with the above 


Please ship quantities as above as per this Bulletin, 


F © B Destination, if 1 crate of each of above sembers is ordered 
F © B Minneapolis, if lens than 1 crate of each of above is ordered 
2&8 days Shipment At once 

Prices on thie Bulletin aubject to change without notice 
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the company’s total net profit bears 
to the total gross profit. 

From the record of one member, 
whose purchases in 1914 were 
$6,000, but which have been $25,000 
per year or more since 1919, we take 
the following figures: the profit 
dividend for that period (1914 to 
1930 inclusive) $20,691.92; cash 
dividends on preferred stock issued 
$3,885.13; cash dividends on com- 
mon stock $436.11; making total 
dividends of all kinds $25,013.16. 
Due to the retirement of the pre- 
ferred stock, this particular member 
received a total cash return of $17,- 
121.24 in that sixteen-year period 
and the balance is still invested in 
the company’s preferred stock. 

The Hall Hardware Company aims 
to employ traveling salesmen or as 
they call them fieldmen, especially 
trained in merchandising, constantly 
in the field assisting members in their 
buying, display, advertising and sell- 
ing, and to aid in the control of 
merchandise investment. The com- 
pany’s buyers also spend consider- 
able time on the road, so they will 
have first hand information on the 
competition their members are fac- 
ing and be governed accordingly in 
their purchases. Members receive a 
weekly bulletin, a combination of 
catalog data and order sheets. Each 
page features specific merchandise 
illustrated with suitable cuts. Samples 
of these pages are shown with this 
story. Mail order and chain store 
retail selling prices are given on 
these sheets in addition to the deal- 
er’s cost price per unit or per dozen. 
On highly competitive, low priced 
merchandise quotations are made 
only in dozens or other large quanti- 
ties. The dealer goes through this 
weekly bulletin, enters up his own 
orders and mails them to headquar- 
ters in a special envelope. This fea- 
ture of the Hall operation has always 
been a matter of controversy in the 
hardware industry. It is obvious 
that this phase of the plan requires 
absolute loyalty from dealer-mem- 
bers, to offset what would be a 
normal sales activity by salesmen. 
The service men meet part of this re- 
quirement but essentially the sales 
activity is handled by mail. 

In addition to the weekly bulle- 
tin, each member has a complete 
loose-leaf catalog supplemented by a 
mimeograph price service. Correc- 
tions are made each week by the 
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Hall experimented with a Sales Manual 

but found it an ineffective means for 

helping members. They needed the 

sales data at the point of contacting 

the customer, so recent efforts concen- 

trate on window and display cards giv- 
ing selling points briefly. 


dealers. The wholesale headquar- 
ters aims to meet the competition of 
other wholesalers and at all times to 
keep its members in competition 
with chain, mail order and depart- 
ment stores—and to do so “in the 
black.” 

Members are urged to handle the 
details of buying, through the regu- 
lar weekly order form and bulletin 
book, after business hours—that they 
may concentrate on selling during 
the working day. It is the Hall 
Hardware Co.’s claim that its plan 
encourages more frequent buying of 
smaller quantities, thus increasing 
dealer’s turnover; that its wholesale 
business is operated on a greatly re- 
duced cost basis due to the elimina- 
tion of credit collection costs and the 
prompt payment of all bills every 
eight days. A saving is also claimed 
on the selling method used because 
sales cost is limited. 

In connection with a membership 
application requiring the stock in- 
vestment mentioned, there is a con- 
tract between the wholesale head- 
quarters and individual retailer. The 
wholesaler promises to provide mem- 
bers with merchandise at prices 
which permit them to meet existing 
competition for the consumer busi- 


ness, plus the necessary advertising 
and merchandising helps, that the 
consumer may be advised of the 
values and scope of merchandise 
available in the retailer’s store. The 
retailer is required to concentrate the 
major part of his purchases with 
Hall Hardware Co.; must paint his 
store in the orange and blue colors 
adopted by Hall; must show a sign 
reading “Our Own Hardware Store” ; 
and must utilize the advertising 
facilities which cost him a fee of 
$6.50 per month. There have been 
as many as 507 members in the Hall 
organization. The present member- 
ship is about 460, most of whom ap- 
pear to be availing themselves of the 
majority of the facilities provided. 

The weekly bulletin, called a 
“mail salesman,” tells of seasonable 
and special merchandise. It contains 
a weekly market letter dealing with 
price trends, condition of business 
and matters of importance to deal- 
ers issued from headquarters. New 
merchandise, not shown in the regu- 
lar catalog, is introduced through the 
weekly bulletin. In handling this 
detail and the advertising services, 
material is submitted to members 
from 20 to 30 days in advance of the 
season. 

Each week 
ments for use in local newspapers 
are submitted. Member may pur- 
chase, at low cost, mats or electros 
requiring only the addition of his 
store name and address. All such 
advertising carries out the “Our Own 
Hardware Store” emblem and style, 
as do all window cards, price tickets, 
bill heads, letterheads, etc. 

Twice a year, a 32-page catalog 
for distribution among consumers 
is provided. These give illustrated 
descriptions of seasonal merchandise, 
priced to the consumer on a basis 
which compares favorably with ex- 
isting chain, mail order and depart- 
ment store competition in the terri- 
tory served. Each month, circular 
advertising, approximating the size 
of a double-page newspaper spread, 
but printed on both sides, renders the 
same service and on the same basis. 
The catalogs and circulars may be 
distributed by messenger, wrapped 
up with packages delivered by stores, 
or distributed by mail. If a member 
decides to use the mail for distribut- 
ing this advertising material, he may 
keep a set of stencils at headquar- 


suggested advertise- 


(Continued on page 46) 
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Unorganized Minorities Will H 


Gen. Johnson Hopes Single Codes Will Serve Several Groups— 
Says Association Membership Desirable But Not Mandatory 
Under National Recovery Act—Members and Non-Members 
Entitled to Same Hearing Privileges—Industries Must Solve 
Own Problems Before Applying to Administration for Hear- 
ings—Dry Goods Association Submits First Retail Code and 
Invites N.R.H.A. and Other Retail Groups to Participate. 


by L. W. MOFFETT 
Washington Representative of Hardware Age 


ETAIL codes of fair competi- 
tion probably will not be con- 
sidered by the National Re- 

covery Administration for at least 
three weeks. This has been indi- 
cated by Arthur D. Whiteside, as- 
sistant to General Hugh S. Johnson, 
administrator of the act. Mr. White- 
side is president of Dun & Bradstreet. 

Many retail codes are under way 
of preparation, however, and the first 
was submitted on June 26 by the Na- 
tional Retail Dry Goods Association 
through its president, Lewis Hahn. It 
has not been denoted here when the 
hardware and related codes will be 
submitted nor what their breadth will 
be. The assumption is that there will 
be codes for the manufacturers, 
wholesalers and retailers. The hard- 
ware industry, however, is broad and 
covers many products that are also 
included in other lines, such as mo- 
tor accessories, etc. The matter of 
tying in these overlapping lines is 
not a simple one. 


Groups Under One Code 
Desirable 


General Johnson has said that he 
would like to have as many groups 
as possible come under one code. 
This has been suggested simply be- 
cause hearings on the codes and their 
operation would be easier to han- 
dle. But, the administrator has 
pointed out that it doesn’t make much 
difference whether groups come in 
together or separately. 
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It is the avowed position of Ad- 
ministrator Johnson that industries 
must solve their own problems be- 
fore applying to the National Recov- 
ery Administration for hearings. It 
has been repeatedly pointed out that 
the sole purpose of the law is to put 
men back to work, increase mass pur- 
chasing power and assist the stabiliz- 
ation of industry. The law leaves 
the widest scope for free play of in- 
dividual initiative. 


Minorities Will Be 
Heard 


The administrator does not pro- 
pose to be tangled up in any internal 
differences within any industry. He 
wants codes submitted by trade asso- 
ciations that are “truly representa- 
tive” of the industries they serve, 
but at.the same time minorities as- 
suredly have been pledged their 
right to be heard if any phases of 
the codes are not to their liking. 
Anybody who wants to can be heard 
and will be given serious attention. 
Hearings are held in a “goldfish 
bowl,” to use General Johnson’s 
piquant phrase. The “bowl,” too, 
was well filled, not with goldfish, of 
course, but with people in all sec- 
tions of life, industrialists, labor 
leaders, wholesalers, retailers, and 
John Q. Public generally, when 
hearings on the first code, that of the 
Cotton Textile Industry, begun on 
June 27. 


“At the hearings, when any asso- 





L. W. MOFFETT 


ciation’s agreement is presented,” 
said General Johnson, “minority 
opinion will have a right to be rep- 
resented and heard and no agreement 
tending to monopoly or oppression 
of small industries or minorities will 
be approved—so that it is not neces- 
sary to form a new association. If 
you do, however, it will be called in 
when the old one is heard and the 
result will be the same as if you 
stayed in and put forward your 
minority position at the hearings.” 
Answering the question as to 
whether one has to join a trade as- 
sociation, General Johnson said: 


A Great Economic 


Effort 


“Nobody has to do anything—ex- 
cept that, under the terms of this 
act and the policy of its execution, 
everybody is expected to conform to 
this great economic effort. Any per- 
son who stands apart from it is likely 
to be uncomfortable in the eyes of 
his neighbors and even under the 
law. It is easier to cooperate in 
groups than singly—the larger and 
better organized the group, the easier 
it is. Trade associations are going 
to have a new meaning under this 
law and it is better all around to get 
into them.” 

In cases where businesses are in 
several fields, such as the hardware 
business, and are represented in sev- 
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eral associations, it has been asked 
of General Johnson as to which one 
such a business should favor. 

“The law makes no difference in 
that situation,” General Johnson has 
pointed out. “Retain your member- 
ship in all. If that gets you into any 
conflict of policy you have ample op- 
portunity to present your case.” 

While “truly representative” trade 
associations will control codes it is 
evident that the administration does 


not propose to permit them to throw 
anything they please into it simply 
for selfish purposes. They must be in 
the public interest. There is no in- 
tention of letting any association im- 
agine it is the big pooh-bah that can 
ignore the right of any well-inten- 
tioned minority which asks for a 
hearing. It is altogether conceivable 
that many codes will be revised by 
reason of pleadings of minorities. 
Nor is it proposed that one field 





of endeavor shall intrude upon the 
other, the manufacturer upon the 
wholesaler or retailer, or the whole- 
saler or retailer upon either of the 
other. 

This does not mean, however, that 
a manufacturer will not have the 
right to say what the resale price of 
his particular product may be. The 
code of the National Retail Dry 
Goods Association proposes that re- 

(Continued on page 34) 


Extracts From Retail Dry Goods Code Which May Serve as Precedent 


N June 25, the National Retail Dry 

Goods Association submitted a ten- 
tative code of fair competition to its 
members. Lew Hahn, president of the 
organization, said that retailers in afh- 
liated lines were working through the 
Retailer’s National Council to perfect a 
unified program for all branches of re- 
tail trade. This would come about by 
blending the separate codes of various 
national retail associations, that one na- 
tional retail code might be submitted to 
Washington. Such a plan would un- 
doubtedly have the complete approval 
of Gen. Johnson, as Mr. Moffett points 
out on this same page, the desirability 
of single codes covering many groups. 
The National Retail Hardware Associa- 
tion is specifically mentioned as one of 
the groups which will be invited to par- 
ticipate in the unified national retail 
code plan. Being the first retail code 
made public, it is likely that the Dry 
Goods Association’s tentative recommen- 
dations will serve as a guide for similar 
activity in hardware and other lines, 
subject of course to revisions these 
other lines will require. Outstanding 
features of this code which will be sub- 
jected to the most discussion cover maxi- 
mum working hours, minimum compen- 
sations and unfair competition. Impor- 
tant points covered in these three 
classifications follow: 


MAXIMUM WORKING HOURS 


The maximum number of working hours 
in retail dry goods, department store, mail 
order and specialty shop establishments 
except for a period of two weeks before 
Christmas and two days a year for inven- 
tory, shall not exceed forty-eight hours a 
week. This shall not apply to executives. 
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MINIMUM COMPENSATION 


In arriving at minimum wage rates for 
retail dry goods, department store, mail 
order and specialty shop trades we have 
had to bear in mind the fact that hundreds 
of thousands of these stores are located in 
very small communities where the cost of 
living is low and a lower wage permits a 
satisfactory standard of living. 

The established minimum rates of wages 
for retail dry goods, department store, mail 
order and specialty shop trades for a forty- 
eight hour week are to be as follows: 

A. Adult male employees over 18 years 
of age and with one year’s experience in a 
retail store: 


1. Within metropolitan areas (as defined 
by the United States Census of 1930) 
of over 1,000,000 population at the rate 
of $18.00 for a forty-eight hour week. 

2. Within metropolitan areas (as defined 
by the United States Census of 1930) 
of from 250,000 to 1,000,000 population 
at the rate of $15.00 for a forty-eight 
hour week. 

3. In the entire balance of the United 
States at the rate of $12 for a forty- 
eight hour week. 

B. Adult female employees over 18 years 
of age and with one year’s experience in a 
retail store: 

1. Within metropolitan areas (as defined 
by the United States Census of 1930) 
of over 1,000,000 population at the rate 
of $12.00 for a forty-eight hour week. 

2. Within metropolitan areas (as defined 
by the United States Census of 1930) 
of from 250,000 to 1,000,000 population 
at the rate of $11.00 for a forty-eight 
hour week. 

3. In the entire balance of the United 
States at the rate of $10.00 for a forty- 
eight hour week. 


C. Junior employees of both sexes under 
the age of 18 years and/or apprentice em- 
ployees over 18 years of age with less than 
one year’s experience in any retail store: 


1. Within metropolitan areas (as defined 
by the United States Census of 1930) 
of over 1,000,000 population at the rate 
of $11.00 for a forty-eight hour week. 


2. Within metropolitan areas (as defined 
by the United States Census of 1930) 
of from 250,000 to 1,000,000 population 
at the rate of $10.00 for a forty-eight 
hour week. 

In the entire balance of the United 
States at the rate of $9.00 for a forty- 
eight hour week. 


~ 


It is recognized that these suggested 
rates are subject to such further adjust- 
ments on account of the varying cost of 
living as may be necessary. 


UNFAIR COMPETITION 


1. It shall be unfair competition for any- 
one to sell, offer for sale, or advertise to 
the public at retail any merchandise at 
less than the net invoice cost plus 10% to 
insure that labor cost shall at least be 
partially covered. 

Nothing in this paragraph, however, 
shall be interpreted to prevent seasonal 
cléarances of merchandise, so advertised 
or plainly marked, or of perishable, or 
damaged goods, so advertised or plainly 
marked, nor shall any retailer, for the 
purpose of discontinuing the handling of 
such goods, when so advertised or plainly 
marked, be estopped from selling mer- 
chandise at less than net invoice cost plus 
10% to insure that labor cost shall at 
least be partially covered. 

2. Advertising (written, printed, radio, 
or display) which misrepresents merchan- 
dise, values, or services; or selling methods 
which tend to mislead the consumer, shall 
be deemed acts of unfair competition. 

3. Retailers shall be free to advertise 
their own goods, their own services, and 
their own prices, but references to the 
goods, services, or prices of competing re- 
tailers shall be regarded as an act of un- 
fair competition. 

4. The use of, participation in, publish- 
ing or broadcasting of any statement or 
representation which lays claim to a pol- 
icy or continuing practice of generally 
under-selling competitors is an unfair 
and uneconomic practice. 

5. It shall be considered unfair competi- 
tion for any merchant to offer for sale any 
product of a penal institution. 
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ISS HUTTON now has her 
prince after her double wed- 
ding. They are honeymoon- 

ing on their yacht, a wedding present 
from papa Frank Hutton. We wish 
them happiness. However, in our 
opinion (if she did say it), there was 
a lack of tact in her remark that she 
did not care for American business- 
men: especially since all the freight 
for the double wedding, the dowry, 
the overhead, the yacht, etc., etc., 
were all paid for out of the fortune 
of her grandfather—an American 
businessman. Prince Mdivani no 
doubt believes in “Industrial Recov- 


bed 


ery. 


A hardware man in Binghamton, 
New York, likes my idea of taking a 
vacation on a raft floating down the 
Mississippi. He writes suggesting 
that I convey the idea to the Senate 
and Congress; however, with the sug- 
gestion that they take their vacation 
on a raft floating up the Mississippi. 


* * * 


Like Will Rogers, I read the 
papers. This morning I see some 
very emphatic language on the part 
of General Johnson to the effect that 
fixing of prices and advances, to put 
it mildly, will be looked upon by the 
administration critically. 

Now, General, just stop and think; 
in many lines of goods prices are 
still lower than they have been in 
a generation. These low prices have 
been brought about by the battle for 
volume. Now, it is suggested that 
manufacturers reduce the hours of 
labor and advance wages and salaries. 
In the meantime, in many lines raw 
materials have scored heavy ad- 
vances. Now, we respectfully put 
this up to you, General. If an in- 
dustry is going into the red heavily, 
based on present prices, what is 
going to happen if they pay higher 
prices for raw materials, reduce hours 
of work and advance wages without 
getting an advance on their product? 
Probably Washington can recom- 
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All Go to 


By SAUNDERS NORVELL 


mend some method by which all of 
their recommendations can be car- 
ried out, and industry, at the same 
time, will be given the big idea of 
how they can turn a loss into a profit 
under such conditions without ad- 
vancing prices. 


* * * 


Business leaders with whom I have 
talked are almost all afraid that the 
unions will take advantage of the 
new deal to control, not only labor, 
but also industry. There are times 
when labor management has not 
been conspicuous for its moderation. 
It is now reported that there is a 
drive on for union memberships, and 
thousands of working men are again 
enrolling in the unions. During the 
years of depression union member- 
ship lost heavily. Now, no doubt, 
they see their opportunity, under the 
new deal for a comeback. If the 
National Industry Recovery Act gets 
mixed up with trade union politics 
and other politics it will be just too 
bad. 

General Johnson also states that 
the labor unions will be curbed. It 
must be remembered, however, that 
each working man has a vote. Votes 
are potential. We are reminded of 
what happened in the case of veterans’ 
compensation. The racketeering in 
these pensions was the result of vote 
pressure. We will be happy if we 
can keep politics out of the National 
Industrial Recovery Act. 


* * * 


Some people talk about individual 
liberty and, the pity, it seems none 
of us will be good except as a result 
of outside pressure. Individual lib- 
erty in a civilized community is a 
myth. Not one of us has ever had 
or ever will have individual liberty. 
Just look back when we start as 
children—we are controlled from the 
cradle. We are sent to school—more 
control. We go to work and live 
under rules and regulations. We re- 
tire from business, and, usually, 
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everything we do—all the food we 
eat, every move we make, is con- 
trolled by a physician. 

* 

It is folly for anyone to believe 
they can ever escape control. There- 
fore, the best we can do is to use our 
mass power to see that we are wisely 
controlled. One trouble with our 
control in the past here in the United 
States is in our national love of money 
and our reverence for all the things 
that money can do for us. If a “big 
shot” can get away with it, regardless 
of his methods, he is usually admired 
by many of our population. We 
should take human nature as it is. 
The average man is actuated by two 
motives. One is the love of comfort 
and respect that comes from money, 
and the other is the satisfaction that 
comes to his vanity from public ap- 
proval of his actions. If he works 
conscientiously and industriously for 
the benefit of the state and there is 
no recognition or award of any kind, 
naturally, he turns to the compensa- 
tions that come from the control of 
money. 

In the Army and Navy they do not 
think much of money. They know 
it is impossible if they stay in the 
service ever to receive much money, 
but they do lay great store upon 
citations, medals, honorable men- 
tions, and other such rewards that 
come as a result of duties well per- 
formed. : 

* * * 

In my judgment, in our American 
life, we need more form, more cere- 
monies, more feathers, more medals. 
There is something in human nature 
that hungers for these things. Look 
at our secret societies. Note the titles, 
the uniforms, the feathers and the 
marching. No one can doubt these 
societies do good. They fill a human 
want, but how much better it would 
be if in our towns and cities the 
people expressed their appreciation 
of unselfish work for the common 
good by demonstrations. 


The Catholic church is the one 


33 








Pig OE 


great church that recognizes the nec- 
essity of form, color and ceremony 
in life. Even the most hard boiled 
must gather a thrill from the cer- 
emonies in Catholic churches—for 
instance, at Easter; the processions, 
the music, the singing, the candles, 
the glittering altars. All of these 
things answer a human need. 
Personally, I never cared much 
about marching, but when I see the 
marchers on Fifth Avenue, when I 
see the thousands who are willing to 
give up their holiday to cheering and 
watching the marchers, I say to my- 
self this sort of thing must answer a 


human need. 
* * * 


To sum up these reflections, if in 
our villages and cities more genuine 
honor and respect is given to those 
who work unselfishly for the good 
of the community, and less respect 
and deference is shown to the man 
simply because he is rich, we will 
have a more normal and orderly 
process of government. 


* * * 


The other day I was amused to read 
an address by the president of a col- 
lege in which he roundly berated 
wealth and love of money. I fully 
approve of all he had to say, but at 
the same time I could not help but 
think that if the graduates of culleges 
are not to make money, then how can 
they leave money in their wills to col- 
leges? If they cannot leave the 
college any money, how are colleges 
and universities to be perpetuated? 
If I had an opportunity I would like 
to make inquiries of this college 
president on this subject. But any- 
how, what he had to say did sound 
good. 

A friend of mine recently remarked 
to me, “I sent my son to college for 
four years. I was in doubt at first 
whether it would be better to put 
him in my business or send him to 
college. However, I finally decided 
college would be better because he 
could go into business afterwards. 
Now my son has been returned to me 
from his alma mater, and I find I 
have on my hands a first class 
Bolshevik, who, like Barbara Hutton, 
is not interested in business or busi- 


nessmen.” 
* * * 


The present advance in prices of 
securities touches all of us more or 
less. One of my friends owes money 
to a bank. He has securities put up 
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as collateral. He wishes to pay off 
his loan, but he does not wish to sell 
his collateral until he is sure it has 
reached the top of the market. He 
feels that there will be a top and then 
a recession. He does not believe that 
a business millennium can be forced. 
He took up his problem with his 
banker, and, in my judgment, the 
banker wisely suggested that as prices 
advance he sell securities and grad- 
ually pay off his loan. Of course, it 
is not pleasant to sell one day and 
then have your stocks advance the 
next. On the other hand, it is not 
pleasant to look back after stocks 
have declined and realize you have 
missed your opportunity. One thing 
is sure: your interest on your loan at 
the bank is working night and day, 
and also please note that now it has 
been decided that you are not to 
receive any interest on your call de- 
posits. The advice is, “Sell your 
securities from time to time on bulges, 
and take the money and pay off your 


” 
loans. 
* * * 


In many articles I have suggested 
that merchants study the prices of 
raw materials to get an idea of the 
trend of the times. It seems strange 
with the large increase of the tonnage 


production of the steel mills that 
there have been few advances in iron 
and steel. I inquired the reason 
why from a steel man who dropped 
in. He laughed and said all the boys 
who were so anxious to cut steel 
prices and take business away from 
the big steel concerns on the down 
grade are now anxious for advances. 
The big steel concerns, however, hav- 
ing advanced prices before, then 
found that the little boys continued 
to cut, are now very conservative 
about price advances. They wish to 
be sure when they do advance prices 
these advances will stick. So while 
other raw materials, such as lead, 
copper and rubber, have registered 
stiff advances, the rates on iron and 
steel so far have been almost station- 
ary. 

By the way, I wonder if there has 
been a change in the price of steel 
rails? I must look it up. You know 
steel rails change in price about once 
in every fifty years. 


* * * 


CONCLUSION: If we will all 
keep from being greedy and just 
be a little reasonable and moderate 
we may get away with this “new 
deal” after all. 





Unorganized Minorities Will Have 
Fair Hearing on Codes 


(Continued from page 31) 


tailers shall have their own say as to 
prices, and generally this apparently 
will prevail. Nevertheless, on spe- 
cial trade-mark, standard brand 
lines, proponents of resale price 
maintenance insist they have attained 
their long-desired victory in the Na- 
tional Recovery act. They insist im- 
munity from the anti-trust laws gives 
manufacturers the right to say what 
these resale prices shall be. 

The National Recovery Adminis- 
tration has not passed upon this 
question. It likely will be interest- 
ingly discussed at hearings on the 
National Retail Dry Goods Associa- 
tion code. The fact remains, how- 
ever, that the administration is rep- 
resented as looking favorably upon 
resale price maintenance, assuming, 
of course, there is no wildcat price 
lifting which has received the vigor- 
ous condemnation of General John- 
son. He proposes that there shall be 


no selling below cost—this is made 
illegal—and reasonable resale prices, 
it is confidently believed, will be per- 
mitted through agreement among 
manufacturers. 

“The administration does not con- 
template price-fixing as part of its 
function,” said Dudley Cates, as- 
sistant administrator. “Price agree- 
ments proposed by separate indus- 
tries are subject to approval, if they 
are not monopolistic in intention or 
effect or otherwise opposed to the 
public interest.” 

“In the matter of price fixing, how 
about retailers?” General Johnson 
was asked. 

“The retailers have various reasons 
for wanting to come in on this thing,” 
he replied. “They have suffered a 
great deal from bad practices. So 
they come in here with their asso- 
ciations and codes, they have a sub- 
ject that has to be attended to.” 
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Bust Among Ourselves 


WO interesting chain store de- 
[sepa have come to light 

in recent weeks. The U. S. 
Chamber of Commerce has issued some 
pamphlets opposing “discrimination 
against any group business.” I have 
sent for a complete set which I un- 
derstand includes “a comprehensive 
survey of the subject.” The main 
purpose of this literature appears to 
be an effort to curtail anti-chain 
store taxes and similar efforts. Com- 
menting upon the National Recovery 
Act, a chain store publication wel- 
comes as a “boon to the chain store 
industry” the provisions and prob- 
able results of the industrial control 
program. Most readers will agree 
that many of the unfair competitive 
tactics the new law will eliminate, 
are directly traceable to the growth 
of chain and mail order retailing 
practices, though by no means con- 
fined to those groups. 


— HA 





From different parts of the coun- 
try, hardware wholesalers report an 
unusually large demand for harness, 
sweat pads, horse collars, etc. One 
or two state that current demand for 
such goods is larger than it has been 
for many years. Driving through 
mid-west farm country recently, I 
thought there were more horses in 
use than I had seen for some years. 
Here and there, I read facts and 
figures which prove that this is so. 
During the Chicago retail congress, 
last month, a number of retailers 
told me their harness business had 
shown substantial increases since 
May | and that in their territories 
the horse was an increasing factor in 
farm life. If this condition is as 
wide-spread, as it seems, hardware 
dealers in rural districts will benefit 
materially. 


HA 








USINESS continues to show up- 
ward trends. Prices are ad- 
vancing very steadily. Consumers 
are showing a return of confidence. 
Manufactures’ salesmen tell of busy 
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by CHARLES J. HEALE 
Editor, Hardware Age 


factories, rush orders and fear short- 
ages in several basic hardware lines. 
Here and there wages are increased 
but this phase of recovery is not 
keeping pace. It never does. Gen. 
Hugh S. Johnson has stressed the 
vital need of higher wages and in- 
creased employment prior to more 
general price advances. It is difh- 
cult to accomplish this program on 
that schedule. Yet, if wages are not 
increased and goods continue to ad- 
vance, the full benefits of recovery 
progress will not materialize. We 
must have buying. power which 
comes only from steady employment 
at fair wages. 


— 


The National Retail Dry Goods As- 
sociation has led the way by making 
public a tentative retailing code. 
Salient features of its proposals are 
given elsewhere. Under “unfair com- 
petition” is a clause requiring that 
no merchandise shall be sold at less 
than 10 per cent margin (above in- 
voice costs). Then there are excep- 
tions such as close-outs, over supply 
of seasonal goods, etc. The Dry 
Goods group is endeavoring to enlist 
the support of other important na- 
tional retail groups that a united 
front may be offered by all retailers. 
This would mean one national retail 
code, which in principle should be 
highly efficient. But the 10 per cent 
margin is certainly too low a mini- 
mum for the hardware trade to ac- 
cept on a “coverall” basis. This one 
point will certainly meet with re- 
sistance as will the clause of excep- 
tions. Some control must be avail- 
able to police retailers who might 
deliberately over-buy for the sole 
purpose of cheating the spirit of the 
new law. And they would be the 
same fellows who are the price-cut- 
ters today, and mighty few of them 
are in the hardware business. 


D W. NORTHUP has a plan 
* for leveling off buying ad- 
vantages. In this issue he offers a 
sample Purchasing Contract with suf- 
ficient explanation to make its use 
and functions quite clear. With such 
a contract, a hardware wholesaler 
should be able to take legal steps as- 
suring an even break in the purchase 
of goods. This story is worth read- 
ing carefully. Under the National 
Recovery Act many of its aims may 
be accomplished. Certainly under 
the new law, this Purchasing Con- 
tract would have government ap- 
proval. 


— 


For many years, HARDWARE AGE 
has offered as_ news, illustrated 
descriptions of new or improved 
merchandise available for hardware 
distribution. At present our files, 
bulging with material for the 
“What’s New” section, indicate that 
manufacturers are very actively in- 
troducing new goods, new values, 
new packages, new finishes, etc. The 
need of new merchandise was defi- 
nitely stressed by one of the speak- 
ers at the Chicago Congress. The 
“What’s New” pages of this and 
every other issue help you keep your 
stocks modern. Shop these pages 
each issue. You will always find 
some new goods which will fit in 
with your requirements. 
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If any one tries to sell you mem- 
bership in some new and previously 
unknown trade organization and uses 
the National Recovery Act as a 
wedge or a threat, don’t pay any at- 
tention to him. And above all don’t 
part with any money. The hardware 
industry has adequate association 
facilities in existence for many years. 
These are competent to represent all 
factors of the hardware business in 
the making of codes. If you have 
any doubts about any such proposi- 
tions write HARDWARE AGE and give 
full particulars. 
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Some Thoughts on Retail Hardware Advertising 


By J. A. WARREN 


Associate Editor, Hardware Age 


T may be too early to predict 
[os the Industrial Recovery Act 

will do to our present business 
methods, but if it eliminates some of 
the stress that has been placed upon 
price, it will have a very important 
effect upon advertising. 


* © * 


Advertising’s real work is to create 
sales—that was the original purpose. 
Unfortunately, it has been too fre- 
quently and too consistently used to 
create competitive conditions which 
have been. destructive. All competi- 
tion is not destructive but price com- 
petition usually is. 

» * cf 


Whether or not the new Act 
changes all that, the advertiser who 
gives a thought to creating business, 
among both old and new customers, 
by advertising will find it well 
worth his while. 


* * * 


One way to create business is to 
study the natural and logical needs of 
the community in which you do busi- 
ness. Do you know, off hand, how 
many people in your trading area 
live in their own homes? How many 
in rented homes or apartments? How 
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many in this or that family? The 
approximate ages? If you do, you 
are armed with some vital informa- 
tion upon which to build your ad- 


vertising. 
* * * 


If you do not know the answers to 
these and similar questions, you can 
greatly increase the pulling power 
and thereby reduce the cost of your 
space, through the gathering of such 
statistics. Otherwise your money is 
spent for hit-or-miss advertising. 





Use Pictures of 
Actual Goods 


Manufacturers, through your 
wholesalers, are usually glad to 
supply electros or mats illustrat- 
ing the items they produce. If 
your publisher can use mats 
(paper molds into which metal 
is poured) it will be more eco- 
nomical for all concerned. The 
importance of showing pictures 
of actual items, latest models, 
ete., is hard to overestimate. 
Much of the severe competition in 
the past has come from pictures 
of merchandise in detail and 
careful description. Customers 
want to see what the real article 
looks like. Be sure to ask your 
wholesaler for electros or mats, 
when you place an order. 


You may be surprised, after you 
have- made such a survey of your 
community, to find that your stock 
could be made to fit the needs of the 
people much better than it does. It 
may be that there are more young 
people of a buying age than you sus- 
pected. They may be going elsewhere 
for their sporting goods and camp 
goods, etc. 

* * * 

Everyone; tenant, home owner, 
young or old, man or woman, has 
needs to be supplied. If you learn 
what those needs are likely to be and 
then prepare and time your ads prop- 
erly, you will find that advertising 
can be used for something besides 
shouting the lowest price in town. 


* * * 


Canning time is in the offing. That’s 
a logical need time for your ads to 
work toward. Canning has other 
needs than kettles, ladles and other 
equipment used in actual canning. 
It’s a hot job to do canning in 
August. Fans are a help! Put your- 
self in the housewife’s place—think 
of her problem in the hot kitchen 
and then set your mind on the various 
items in your stock that would lighten 
that work. You won’t have to apol- 
ogize for offering your merchandise, 
then. You are a benefactor as far as 
the housewife is concerned. Offer the 
right goods at the right time in the 


HARDWARE AGE 








gr 


sal 








ur|Space to 


te|Sales ... 


a Os IGE FEED 








=£:=Champlinyv=22= 








“Shine On-Harvest Moon... 
YOU’VE NEVER BEAMED ON BRIGHTER 











ILE, ~7EL: 





JULY 6, 


right way. If the ad doesn’t pull, 
then there is something wrong with 
you or your store. 


* * * 


When your ad appears it should be 
backed by your store window dis- 
plays of the items offered, along 
with others. The staff should be par- 
ticularly familiar with the items 
offered and the customer asking for 
these items should be able to get an 
immediate response to her inquiry 
about them. Much advertising has 
been rendered useless by a blank 
look upon the face of a salesman 
when the item was asked for. If it is 
important enough to advertise it is 
important enough to be known to the 
staff. 

* * * 

You must decide what type of 
store reputation you want to build 
and shape your advertising to that 
end. Perhaps you want the store to 
be identified in the minds of cus- 
tomers with certain grades or types 
of merchandise. Advertising can be 
used to educate people to think of 
your store as a dispenser of these 
grades and types. 


* * * 


To sum up: Use advertising for 
sales creating. Make a survey of your 
trading area, and shape your adver- 
tising according to the community’s 
needs. Follow closely seasonal and 
timely requirements. Favor the labor 
saving, comfort giving angles of the 
sales approach. Coordinate the adver- 
tising with store and window dis- 
plays. Have the staff familiarize itself 
with the items being advertised. 
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The New Improved 
NATIONAL CAN SEALER 
with reflanging attachment. 


$9.95 
TIN CANS 
No. 2 per hundred. .___________ 83.92 
No 3 per hundred___..______! $5.58 
These cans are heavy lacquered . . . nom- 
rusting 
SEALING WAX 


Te per package 


Keep Cool with an 


Emerson Fan 


All summer -long 
++. day or night 
enjoy the cool 
breeze from an 
electric fan 
We have your 
choice of a 
straight or cscil- 
ating Fan. 





Priced $3.95 and up 








YOU'LL MAKE 
DELICIOUS 
HOME-MADE 
ICE CREAM 
WITH AN 
ALASKA 
FREEZER 





15 LBS. ICE—10 LBS. OF SALT FREE 
WITH THE FOLLOWING FREEZERS 


$i CD ccetcmee ee 
3 qt., size._____________ 83.35 
@ @. dse.......--...---- $3.90 


100 LBS. OF ICE—10 LBS. OF SALT 
WITH THE FOLLOWING FREEZERS 


a 
8 qt. $6.71 

















No. 3 Galvanized Tub 
Special 
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MACHINE 


is very specially priced at 


89° 












VEGETABLE FRESHNERS 





Triple coated white «name! tight fit 
ting te keeps vegetables fresh and 
crisp in your ice box 


No. 9 
GALVANIZED 
BOILER terme - 


sein By 
wth raised te T 
aod stationary 
handtes 
14 QUART 


CONVEX KETTLE 


$1.29 


Blue and white flaked 
































Equipped with Briggs- 
Stratton Gas Motor 


$6.00 case of WHITE KING 
LAUNDRY SOAP FREE 
with each machine. 


ENAMEL FRUIT FUNNELS 


23c each 


SUNSHINE MANTLES 


49c dozen 


Fits any gasoline lamp or 
lantern. 


OIL STOVE WICKS 


22c each 


Fite any of 50 different off 
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CAN 
Heavy galvanized ™ 
Martin ware”... De 


tractor or me 
ehinery - 





2 GALLON TRACTOR FUNNEL 


69c 


Heavy galvanized 
brass wire strainer 


complete with 








GALLON SIZE / 
THERMOS 


JUG 





SSS 

Will keep water cool in the harvest 

fields picnics . camping trips 
ete 





FORK HANDLE 


29c 


4% Ft. Northern ash strap 
ferrule 


WANG BELT LACING 


29c Per Bundle 


Assorted sizes and lengths 





HEAVY 
CAST 
ALUMINUM 
TEA KETTLE 


$1.98 


5 Quart Capacity 








2 Gallon Coffee Pot 


98c 


hh grade grey enamel . . Dandy 
= rand . + bare 








Champlin’s, Enid, Okla., use timely copy attractively. 




















Both for 
BEAUTY 
end SERVICE 
os Electrical 
SUPPLIES 


YOu CANNOT AFFORO 
To BE wiTHhouT 
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This window is built upon a foundation of Series B, Hardware Age Interchange- 
able Display Fixtures as illustrated in the small cut left. 








More Summer Windows 


RESHNESS — crisp, crackling tual windows and two suggestions. is forcefully presented in the window 
irene: is what is needed in Timely outdoor sporting needs fea- of J. J. Stangel, Manitowoc, Wis. 

summer window displays. This ture the Brown-Rogers-Dixson dis- The suggested window featuring 
selection of displays has it; two ac- play, while aluminum merchandise _ electrical appliances uses the Series 


Brown-Rogers-Dixson Co., Winston-Salem, N. C. 
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This window uses the Hardware Age Interchangeable Series A. 


B Harpware AGE interchangeable 
fixtures, I, D, B, G (2) and H. Com- 
pare the small sketch and the ap- 
pliance window and you will see 
how the foundation is laid with the 
units. The measurements of this se- 
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ries B appeared in HARDWARE AGE 
for June 8th. If you have mislaid 
that issue, a copy of the measure- 
ments is available from the window 
display editor. 

The housewares window sugges- 


ALL FOODS CONTAIN ALUMINUM 
gee mms CRUST 1S COMPOSED OF ALUMINUM 
ALUMINUM IS FOUND IN EVERY GROWING PLANT 









tion uses the Series A units which 
have been appearing regularly. A 
reprint of this series is also available 
for the asking. These windows are 
drawn carefully to scale and will 
work out for you. If your window 
is extremely small some of the end 
units may be eliminated, while a 
slight opening up or spreading out 
will accommodate a wider space. 

Put extra pep into your windows 
at this time, using cool colors exclu- 
sively. Keep them open and airy. 
Exercise scrupulous care about clean- 
ing them inside and out. The 
cleaner and fresher your windows 
look the more enticing they are. Or- 
derly arrangement is more important 
than ever now. Use these suggestions 
to bring people in and to keep the 
sales curve from sagging in the dog 
days. 


J. J. Stangel Hdw. Co., Manitowoc, Wis. 
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LETTERS «cme Editor 





Two Nebraska Dealers Agree With Mr. Baily 


St. Epwarp, Nes.—I have just written 
to Mr. William Baily of Wright & Wil- 
helmy, jobbers, Omaha, congratulating him 
on the letter he wrote for your magazine. 

His arguments held water, and he pre- 
sented them in a splendid way. If a large 
proportion of the hardware dealers fol- 
lowed his suggestions and purchased as 
great a proportion of their merchandise 
from their local legitimate hardware job- 
ber as it were possible for them to do, 
they would soon find that they would be 
able to get better prices from their hard- 
ware jobber. 

But what can we expect from our job- 
ber when all the business we give him is a 
few pick-ups when we are out? For our 
regular supply we “Buy Factory or Na- 
tional Jobber” in large quantities. From 
our jobber we want one-twelfth dozen as- 
sorted. Most of the hardware dealers 
make me think of some of my good cus- 
tomers who come to me for a half dozen 
screws, but if they want anything that 
runs into money, and on which I might 
make a profit, they “buy mail order.” 

When I first went into this business I 
had big ideas, and it tickled my vanity to 
buy from the factory or the large national 
jobber. But I soon discovered that my 
money was being tied up in “assortments” 
of this and that. You know we do not 
break packages. In a dropping market 
I found I was losing too much money on 
inventory because I had to sell too much 
merchandise bought at the higher price 
before I could repurchase at the lower 
price. Merchandise became shelf-worn be- 
fore sold because I had to buy in too great 
a quantity. Some of it went out of style 
before I could sell it and some of the as- 
sortments I never: did sell. They were 
never meant to sell. They were just added 
to the assortment to increase the purchase 
price. 

Finally, I believe that if we all gave our 
local jobber all the business we possibly 
could in place of just as little as we could, 
we will find that he would be able to give 
us better priceg due to his bigger volume 
and his larger buying power. We hurt our 
jobber and ourselves through our pride, 
our yearning to be big buyers and because 
of slick salesmanship of the factory or 
national jobber salesman. 

Cuas. A. RicHey. 


Omana, Nes.—We noticed in recent is- 
sue of Harpware AcE as well as previous 
issues quite a bit of discussion, seemingly 
as the result of a publication made by 
Clover Business Service, also copied by 
the Harpware Ace, and in your recent 
issue of May 11, an article appeared writ- 
ten by William F. Baily of Wright & Wil- 
helmy Co., Omaha. 
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We, as dealers long associated with this 
firm, having purchased goods there for 
many years, feel that Mr. Baily’s article 
is very timely indeed, and more dealers 
should recognize the benefits derived from 
the many advantages offered by such local 
jobbing houses as Wright & Wilhelmy Co. 

What is most noticeable in this recent 
issue is the absence of any letters or copies 
of letters which you certainly must have 
received recently containing adverse criti- 
cisms of Mr. Gallaher’s writings, and 
yours as well. All of the letters you pub- 
lish in this issue seem to be one-sided ex- 
cept the one by Mr. Baily. Why not pub- 
lish both sides, giving the viewpoint of 
other dealers as well? 


Joun Krest, President, 
O. K. Hardware Co. 





Letters have been published as received, 
whether favorable or otherwise. As previ- 
ously stated, letters of approval have out- 
numbered critical letters about three to 
one. Unfortunately, most of the opposi- 
tion letters came from readers who ob- 
jected to publication of their opinions. 
Harpware AGE welcomes for publication 
the opinions of all readers on this or any 
other subject and has also endeavored to 
fairly present both sides of every question. 

—Epiror. 





Mr. Hutton Thinks. Differently 


Kettocc, IpaHo: I have read Mr. 
Gallaher’s editorials and Mr. W. F. Baily’s 
comments in reply in which he maintains 
that the jobber is the dealer’s “one best 
friend in all the world” and that they put 
their “whole heart and soul” in to helping 
us work out our problems. I have been 
in the general merchandise business, with 
hardware as a department, for more than 
thirty years and have not experienced the 





A. P. HUTTON 


sort of cooperation that Mr. Baily seems 
to have come in contact with, in any line. 
On the contrary, I have found that in a 
great majority of cases the jobber is your 
friend as long as the favors are all coming 
his way. But if he is not getting satisfac- 
tory business out of your town he will not 
hesitate to help finance and build up a 
competitor or sell direct to industrial con- 
cerns or their employees at the same price 
he sells to you. He will solicit business 


from institutions, camps, hotels, contrac- 
tors, or individuals in direct competition 
with his own dealer customer in many 
cases and in nearly all cases where he has 
no dealer. Usually he sells his dealer more 
than his business justifies and then kicks 
if he doesn’t get his money when due. 
The salesman tells you he needs the busi- 
ness and asks you to favor him with your 
orders. If they are out of merchandise 
and can’t deliver on time and you miss 
sales, it is your hard luck. But if you 
are out of money when the bill is due, you 
should go out and pick it off the trees 
and satisfy the credit man. 

If chain stores or mail order houses have 
a lower price than theirs, it is still your 
hard luck or something must be wrong 
with the quality. This policy of each one 
for himself and the devil take the hinder- 
most has well nigh ruined the jobber and 
retailer both and a good many manufac- 
turers as well. 

In my opinion, Mr. Gallaher is right 
when he says that the “Blue Chip Club” 
of manufacturers and jobbers have nearly 
accomplished what Mr. Baily fears, the en- 
tire elimination of both jobber and small 
retailer. I attended a convention of the 
Northwest Hardware and Implement Deal- 
ers Association in Spokane recently and 
heard Mr. Marshall explain the Marshall- 
Wells Association plan. Our store was 
one of the first to accept their proposition 
in this territory three years ago. 

Mr. Gallaher also addressed that conven- 
tion and I want to say that it was not only 
one of the best talks I ever heard but was 
the very best address I have ever listened 
to in any gathering of business men. He 
did not spare jobber, manufacturer or re- 
tailer. He told us all in plain words about 
our faults and weaknesses. He outlined 
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the kind of plan that I have been advo- 
cating for years. Mr. Marshall’s plan con- 
forms more closely to my ideas and those 
of Mr. Gallaher’s than anything I have 
heard of. In my thirty years in merchan- 
dising I have made a fair success of my 
business and consider myself as capable 
as the average dealer, but I discovered 
years ago that I am not superhuman. I 
cannot be an expert in finances, a clever 
salesman, a thorough accountant, a shrewd 
buyer, an artistic decorator and card 
writer, a convincing advertiser, a capable 
credit man and collector, a good judge of 
employees and an executive of unlimited 
ability. 

I find that even where I buy my mer- 
chandise right and am in a position to 
meet chain store and mail order house 
prices that I am defeated by the high pow- 
ered methods that these concerns develop 
through their specialized personnel. 

If a jobber like Marshall-Wells can, 
through their research department and edu- 
cational facilities and other resources at 
their command, help me to perfect my 
methods of merchandising, I shall be de- 
lighted to cooperate with them and if any 
jobber or manufacturer shows a real hon- 
est-to-God disposition to help his dealers 
and recognizes his obligations in this re- 
gard, I think it is up to the dealers gen- 
erally to give that kind of cooperation rec- 
ognition. They are in close touch with 
the manufacturers and should know where 
and what to buy and what to pay for it. 
They can get out advertising copy for 
several hundred stores cheaper and better 
than any individual store can. They can 


supervise several stores and give us point- 
ers regarding displays and selling ideas 
that no one dealer can develop who has 
so many other things to do. They can 
help us educate our help and keep them 
on their toes. They can hold our stock 
down to a low point, if we give them the 
business and they do not have to “sell” 
us to hold our business. They can special- 
ize in many ways if we can assure them 
of our support in return for their efforts. 
We also save a lot of our own time if it 
is unnecessary for us to shop around for 
better prices or more saleable goods. 

In short they can do the things that the 
chains and mail order houses do at their 
headquarters through their laboratories, re- 
search department and supervisors. Whole- 
sale grocers have adopted this plan and 
are meeting with some success. Shoe man- 
ufacturers are using it in a modified way. 
In fact as I see it, the jobber and manu- 
facturer must see to it that the retailer 
is placed in a competitive position or the 
retailers must finance and own their own 
cooperative jobbing house, which is also 
being done in some lines successfully. 
Anyway I am pleased to give any concern 
a fair trial in any effort they may make 
along these lines. 

I am also glad to see the trade journals 
publishing articles favorable to the retailer 
instead of forever tooting the horn of the 
jobber or manufacturer who may be sup- 
porting them with advertising. [I am, 
therefore, enclosing my $1.00 for a year’s 
subscription to HARDWARE AGE. 

A. P. Hutton, 
A. P. Hutton & Company. 





Likes Hardware Age N.R.H.A. Congress Story 


Nites, Micu.—We wish to congratulate 
you upon the account of the Hardware 
Congress, as set forth in the June 22 issue 
of Harpware Ace. This is the clearest, 
most concise statement of existing hard- 


ware conditions that we have ever read. 
It would be a wonderful step forward 

if a copy of the articles could be put into 

the hands of every hardware manufacturer. 


J. A. Kerr, Kerr Hardware Co. 





Price Data on Grade C Shovels 


ParkeERsBurGc, W. Va.—I am sending you 
the information you asked for in connec- 
tion with the price of C grade shovels 
now and in 1912. I have gone back over 
the old records of the Ames Co. and find 
that the common grade shovel in 1912 sold 
for $5.77. Today’s price of the C grade 
shovel is $7.45. In 21 years the selling 
price has increased 29 per cent—the manu- 
facturing costs have increased 42 per cent. 

If the manufacturing costs are analyzed, 
the causes for the higher cost are apparent. 
Steel has increased 23 per cent. The old- 
fashioned Wood-D handle has been re- 
placed by a superior metal D handle, such 
as our Armor-D, at an increased cost of 
38 per cent. The salaries of foremen, su- 
perintendents and plant managers have in- 
creased over 100 per cent. Orders are 
now in small quantities with quick deliv- 
eries demanded, in contrast to large or- 
ders given months in advance of delivery 
requirements. Small orders now predomi- 
nate and the clerical force of our order 
department has more than doubled. 

Twenty years ago our sales consisted of 
approximately one-third common grade— 
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now more than one-half our sales are in 
the C grade. The ratio of D handles to 
long handles in 1912 was 35 per cent long 
handle—65 per cent D handle. At present 
this ratio is about 50 per cent to 50 per 
cent. The cost of the long handle is 
greater than the D. 

If you will examine the finish of the 
present-day C grade shovel and compare 
it with the C grade shovel of 1912, you 
will be struck by the marked improvement 
in quality, which factor has resulted in a 
larger proportion of the shovel business 
dropping to the third grade. 

I have taken the New York to St. Louis 


freight rate as illustrative of the increased 
cost of transportation. The carload rate 
has increased from 35c. to 58c. and the 
less-than-carload, from 65c. to $1.17—or a 
65 per cent increase on carload shipments 
and an 80 per cent increase on less-than- 
carload. The great percentage of our busi- 
ness is routed in less-than-carload rates. 
Due to the freight equalization policy of 
the industry a large part of the freight 
charges is absorbed by the manufacturer. 

Accurate information on taxation is more 
difficult to obtain, but I believe the follow- 
ing figures to be correct. The per capita 
cost of all government has increased as 
follows: 

In 1913 it was $30.24; 

In 1923 it was $88.94; 

In 1929 it was $107.27; 

In 1932 it will be approximately $124.00. 

I have as yet been unable to obtain a 
comparison of insurance rates now and in 
1912. 
- The outstanding characteristic of the 
Anglo-Saxon is his love of fairness. I feel 
sure than when the facts of the case are 
known the demand on the part of a few 
wholesalers for a cheaper shovel will sub- 
side. I firmly believe that the wholesaler 
cannot profit in the long run unless the 
manufacturer profits with him. 

Ricuarp Harte, President, 
Ames Baldwin Wyoming Co. 

May 16, 1933. 





Thank You, Mr. Paterson 


Miami, Fia.—In answer to your letter 
of May 1, I wish in the first place to 
apologize for not having read your editorial 
more closely before commenting upon the 
article written by the clever Mr. Gallaher, 
and I, therefore, stand corrected. 

I retired from active hardware service 
five years ago, at which time I celebrated 
my three-score-and-ten birthday. 

This “letting go,” however, did not ter- 
minate my profound interest in the great- 
est game that was ever played, viz.: The 
sale and distribution of hardware. 

I entered the employment of Mr. A. 
Travis Wells at Brockport, N. Y., in 1872, 
being 14 years of age. I was a stranger in 
a strange land, having been born on a 
farm in Ontario, Canada. 

I possessed but a meager education, and 
my employer (a prince among men) early 
undertook the task of helping me to be- 
come better informed. Well do I remem- 
ber that The Iron Age was the first publi- 
cation that I became interested in. 

I have been on your mailing list since 
1882, at which time I graduated from the 
retail store to become a traveling salesman 
for Hamilton & Mathews of Rochester, 
MN. ¥. 

T. H. Paterson. 





Kind Words from Representative Kelly 


Wasuincton, D. C.—I appreciate very 
much your good letter of the 2lst and 
thank you for the copy of Harpware AcE. 
Your publication has been a force for fair 
competition and honest merchandise. The 
new Industrial Recovery Act was formu- 
lated by the committee of which I was a 
member. I consider it the most important 


legislation in my period of Congress. 
With all good wishes. 
CiypE KELLY, 
Congress of the United States, 
House of Representatives. 
And you, Mr. Kelly, have long been an 
outstanding fighter for legislation helpful 
to the independent retailer.—Eb. 
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Mr. Rosenthal Invites Trade Protests 
to This Letter 


Wasuincton, D. C.—Here is a letter of 
complaint, which, I hope, will be published 
against all of the hardware retailers I have 
been able to contact with the exception of 
only two. I hope I am swamped under 
with protests. 

As advertising manager for the People’s 
Hardware Stores, a local chain of 13 units, 
I desired to reallocate our advertising ap- 
propriation under the various months of 
the year. Of course, certain general ad- 
vertising axioms immediately suggested 
themselves to my mind. However, it has 
been my experience that hardware and 
house furnishings (we do not carry sport- 
ing goods of any kind in any of our stores) 
are a law unto themselves. I did not feel 
without some sort of conference that 1 


would care to apply the general advertis- 
ing axioms to hardware. As a result, I 
started writing letters to some few adver- 
tising retailers who, from their advertise- 
ments, are apparently intelligent adver- 
tisers. 

Three questions were asked each firm: 


1. What percentage of the year’s gross 
sales did each month represent? 

2. What percentage of the advertising 
appropriation was spent each month? 

3. What percentage of the gross sales 
did the advertising appropriation rep- 
resent? 


The answers to those questions would 
have given me a yardstick against which 
to measure our own advertising program. 


However, the replies I received were not 
sufficient to assist. Subsequently, I took 
the matter up with national organizations 
and was told that, unfortunately, hardware 
dealers as a whole could not be brought 
into line to furnish studies that would 
make the information I desired available. 

Why should hardware retailers be un- 
able to furnish studies? Do we fail in our 
advertising because we do not have proper 
studies, or are we as a group poor adver- 
tisers? Should we as a group believe that 
the rest of the advertising retail parade is 
out of step, and that we are the only ones 
marching in time to the music? 


_A. M. Rosentua., Advertising 
Manager, Peoples Hardware Stores. 


Readers are invited to answer Mr. Ro- 
senthal’s complaint. Such letters should 
be sent to Harpware Ace and will be 
published as received.—Eb. 





We'll Ask Mr. Moffett to Answer This One 


Bronx, N. Y.—I enjoyed the article, 
“The Industrial Recovery Act,” by L. W. 
Moffett—a pertinent discussion of the gov- 
ernment versus business. 

The mortgage question (foreclosures, 
principal and interest payments, railroad 
mortgages) puzzles many house owners to- 
day. Would Mr. Moffett kindly discuss: 
If a home owner does not pay his interest 
and taxes can the mortgage company fore- 


close under the new bill? Also, what are 
the terms of the new bill? 


H. S. Giretson, 
Gitelson Paint and Hardware Corp. 


Mr. Gitelson’s letter has been referred 
to L. W. Moffett, Washington representa- 
tive of Harpware Ace. When available, 
Mr. Moffett’s findings on the subiect will 
be published.—Eb. 





Secretary Ritchie Appreciates 
Hardware Age Directory Issue 


Ruston, La.—The writer has thought on 
several occasions that he would write you 
regarding your “Hardware Age Directory.” 
Since the very first day this book came 
into our office here it has served thousands 
of helpful purposes. I know of no one 
book that means as much to us in our 
business, and we wanted to take this op- 
portunity to thank you most heartily and 
likewise your staff for its existence. 

If the writer can ever be of any assist- 
ance to you or to any of those who made 


this book possible kindly do not hesitate 
to call freely. 


J. C. Rercnre, Manager, 

Ruston Hardware & Furniture Co., 
Ltd., and Secretary, Louisiana Re- 
tail Hardware Association. 


Mr. Ritchie is using the 1932 edition. 
The 1933 edition will be published Sept. 
28, 1933, and sent to all subscribers. It 
will contain even more complete listings 
and additional useful retailing data.—Ep. 





To Correct a Wrong Impression 
About Oilstones 


Troy, N. Y.—We take this opportunity 
to correct an erroneous statement (Harp- 
warRE Ace, May 11, page 31, “Hardware 
Curiosities”) relative to the use of oil 
in connection with oilstones for, we feel 
sure that you will want to correct the im- 
pression which this statement will leave 
with your readers. 

The process of sharpening a tool on an 
oilstone is one of abrading, and during 
this process, small particles of steel are 
removed from the tool by the cutting ac- 
tion of the abrasive in the stone, and the 
purpose of the oil is to keep these particles 
of steel in suspension until such time as 
they can be wiped off, otherwise, they will 
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become embedded in the surface of the 
stone, causing it to fill and glaze. 

As evidence of this, we enclose a copy 
of our booklet, “How to Sharpen,” which 
probably has the largest circulation of any 
publication on this subject, and will call 
your particular attention to the last para- 
graph on page 24 and the third paragraph 
on page 25. 

A. B. Knicut, Jr., 
Behr-Manning Corp. 

Mr. Knight’s letter was referred to Rob- 
ert Pilgrim, the Harpware AcE cartoonist, 
for reply. Mr. Pilgrim made the following 
explanation: 


“It is very possible that the statement 
in the drawing may have been misleading, 
and I’m sorry if it was. As a matter of 
fact, the sketch, as I originally outlined it, 
contained this statement: ‘Whetstones are 
oiled by most people with the idea that it 
reduces friction of the metal sharpened— 
it really increases friction. . . . Oil is used 
to keep metal parts in suspension to save 
the stone.’ 

“However, as you know, I revised that 
drawing and in changing the size I had 
to save space and so omitted one idea and 
shortened two captions, this particular 
whetstone caption to the form in which it 
finally appeared. At the time I did not 
think the meaning had been changed, but 
I see now that it might be wrongly inter- 
preted. 

“I inclose my original rough note on the 
whetstone idea, showing my source of in- 
formation (Popular Mechanics, February 
issue, 1927) so that you will know that I 
had the facts correct, and that the mis- 
understanding was simply a matter of un- 
fortunate abbreviation.” 





With Pleasure, Mr. Kerr 


Nites, Micu.—Will you be so kind as to 
send a copy of the report of the Chicago 
Hardware Congress, as printed in the June 
22 issue of HArpware Ace, to Mr. Henry 
H. Heimann, executive manager of the Na- 
tional Association of Credit Men, New 
York City? 

Mr. Heimann is a member of Secretary 
Roper’s committee, headed by Chairman 
Swope. While the committee’s purpose is 
to guide the Department of Commerce in 
future long-range planning for business 
and industry, it is our opinion that the 
report of the Hardware Congress will be 
valuable information in Mr. Heimann’s 
hands. 

J. A. Kerr, 
The Kerr Hardware Co. 


The June 22 issue of Harpware ACE 
containing the first published account of 
the Chicago N.R.H.A. Congress has been 
sent to Mr. Heimann, as requested by Mr. 
Kerr. We shall welcome similar requests 
from other readers as long as our stock of 
June 22 issues holds out.—Eb. 
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The P urchasing Contract 


—an Instrument to Aid Fair Practices 


by D. W. NORTHUP 


Henry G.-Thompson & Son Co. 
New Haven, Conn. 


7a HE National Industrial] Re- 
covery Act” passed by Con- 

gress provides for coopera- 

tive action within trade groups to 
eliminate unfair competitive prac- 
tices and to encourage national in- 
dustrial recovery. This Bill au- 
thorizes the President to approve 
voluntary agreements within trade 
groups for the establishmant of a 
“code of fair competition.” If volun- 
tary agreement within an. industry 
is not reached the President is au- 
thorized to prescribe a limited code 
of fair competition, and thereafter 
no person within such industry may 
carry on business in interstate com- 
merce without first obtaining a li- 
cense from the Government to do so. 
In a recent address the President 
declared that a small minority of 
units in many industries by “cut- 
throat” competition have been pre- 
venting cooperative action in indus- 
try. He assured industry that it 
would have the support of the Gov- 
ernment in bringing these minorities 
to an understanding that unfair prac- 
tices are contrary to a sound public 
policy. The President further stated 
that these conditions must be: recti- 
fied, that order must be restored and 
that the attainment of this objective 
depends upon the willingness of in- 
dustry to cooperate with one another 
to this end and also industry’s will- 


This Purchasing Contract (shown on 
the right) was designed by the author. 
It has received approval and endorse- 
ment from legal counsel and the So- 
ciety of Industrial Economics. This 
article is based on a talk made by Mr. 
Northup before the National Associa- 
tion of Purchasing Agents, Boston, 
June, 1933. The paper was revised to 
provide additional data hardware 
wholesalers and retailers would require, 
particularly in selling mill supplies. 
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ingness to cooperate with the Gov- 
ernment. These conditions apply with 
equal force in the distributing field. 

Manofacturers have in some in- 
stances been giving preferential treat- 
ment to certain distributors and job- 
bers or preferred accounts in other 
channels of distribution. Their pub- 
lished schedule of prices and dis- 





counts means little, because it is 
sometimes possible for an important 
account to secure special conces- 
sions. 

The jobber, large or small, realiz- 
ing that the prices quoted by some 
manufacturers are variable and not 
fixed, secret rather than open, has at 
times felt the necessity to bargain for 


better prices and terms. This system 
of secret concessions has led to un- 
fair competition and a lowering of 
prices to less profitable levels. 

To rectify this condition, a new 
instrument has been devised which is 
a powerful aid to the jobber to assist 
the stabilization program of their 
distributing field. This instrument is 
a Purchasing Contract. The Purchas- 
ing Contract deals with certain 
classes of fair practices only and 
does not deal with specific prices. 

Heretofore if the statement were 
made that the buying policy is as 
effective in the selling price control 
as the sales policy itself, it would 
have received little credence. Today, 
however, the realization that definite 
buying policies will play an im- 
portant part in the future stabiliza- 
tion of the distributing field has 
caused the presidents and secretaries 
of the American Supply & Machinery 
Manufacturers Association, National 
Supply & Machinery Dealers Asso- 
ciation and the Southern Supply and 
Machinery Dealers Association to 
meet for the purpose of formulating 
and recommending a standard pur- 
chase policy to their members. 

At the next joint National Conven- 
tion of these associations a promi- 
nent part of their program will be 
devoted to the consideration of a 
standard set of Purchasing practices. 
At this time the Purchasing Contract 
will be presented to the joint con- 
vention. 

The contract form illustrated has 
been passed upon and approved by 
attorneys as being legal, binding and 
giving due protection to the jobber. 
In this form it can be used by job- 
bers and distributors in all channels 
of distribution. 


Free to Change Supplier 

The signing of the Purchasing 
Contract does not in any way pre- 
vent the jobber morally or legally 
from securing prices from the seller’s 
competitors. If better prices, qual- 
ity, terms or a more favorable sales 
territory can be secured from a com- 
peting manufacturer, the jobber is 
free to change his source of supply 
immediately. As the Purchasing 
Contract does not stipulate that the 
jobber must. purchase all of his ma- 
terials from the seller, it therefore 
leaves the jobber free to buy as much 
or as little from the seller as he de- 
sires. In changing a source of sup- 


+t 


ply, however, the jobber should re- 
quest the new selling company to 
sign a Purchasing Contract so that 
the jobber will have assurances that 
the new selling company will not sell 
the jobber’s competitors at a lower 
net cost. 

The operation of the Purchasing 
Contract is particularly adapted to 
purchasing of stable lines of mer- 
chandise sold principally through 
jobbers and distributors and on 
which a price is given and orders 
are placed at this price until this 
price is changed. When the jobber 
has secured what seem to him to be 
satisfactory prices and terms, he re- 
quests the seller, when the initial 
order is placed, to have an officer 
of the selling company sign the Pur- 
chasing Contract, thus binding the 
seller to accord the jobber at all 
times as low prices as the seller 
quotes to the jobbers’ competitors. 
The signing of the contract then 
places the jobber on the seller’s list 
of preferred customers. 


Quantity Discounts 


The provision of the contract per- 
taining to quantity discounts and 
schedules refers to those commodi- 
ties the list price, discounts and net 
price of which vary according to 
quantity purchased. It assures the 
jobber that the seller will at all 
times offer him the quantity sched- 
ule discounts and prices which the 
seller at any time offers other job- 
bers and distributors in all channels 
of distribution. Thus the jobber will 
have the opportunity of purchasing 
the maximum quantity of merchan- 
dise that he can use in’a given length 
of time and the quantity which in his 
judgment is desirable to purchase. 

The contract regulation relating to 
price changes requires the - seller, 
whether the jobber is then in the mar- 
ket or not, to immediately quote him 
whatever lower prices the seller ac- 
cords the jobber’s competitors. 

The stipulation referring to the 
other grades of merchandise provides 
that the seller will at all times offer 
the jobber the same class of ma- 
terial and at the same net cost that 
the seller offers to any jobber or dis- 
tributor in any channel of distri- 
bution. This will prevent the seller 
from slightly changing the quality, 
design, appearance, or packing of 
merchandise purchased by the job- 
ber and offering the so-called differ- 


ent grade of merchandise to a com- 
petitor in any channel of distribution 
at a reduction in price. 

The agreement having to do with 
bona-fide contracts provides that a 
contract placed for a definite quan- 
tity, quality and price, is effective 
until the contract is completed, 
whether the prices advance or de- 
cline. This clause, however, does 
protect the jobber on the date the 
contract is. placed, for it guarantees 
that on that date the seller’s price, 
terms, etc., are as low as offered to 
the jobber’s competitors. 


Obsolete Stock 


The paragraph referring to obso- 
lete and second-quality merchandise 
prevents sellers from selling mer- 
chandise as obsolete stock or second- 
quality merchandise at a low price 
without offering the jobber who has 
requested such notification, an op- 
portunity to purchase these mate- 
rials if he wishes to do so. This of- 
fer must necessarily be limited to 
the acceptance of orders subject to 
prior sale. 

In using the proposed instrument 
a jobber will seek one or more sup- 
pliers who will contract to sell him 
on as favorable terms as the seller 
makes to any of the jobber’s competi- 
tors. Or the manufacturer on his 
own initiative, may offer this form of 
contract to jobbers in any field of 
distribution. Violation of the con- 
tract—that is, a relapse into the old 
policy of secret concessions—would 
subject the seller to a suit for dam- 
ages, as well as to much unfavorable 
publicity in the trade. To sign the 
Purchasing Contract without meaning 
to keep it would obviously be unsafe. 
If the supplier felt that his business 
with jobbers, distributors, chain 
stores or mail order houses, then re- 
ceiving special concessions, was too 
important to be surrendered, he 
would be obliged to refuse the busi- 
ness of the jobber seeking such a 
contract. This refusal would be 
tantamount to an admission that the 
seller has more favorable terms than 
he has offered the jobber. The man- 
ufacturers who offer this contract to 
the trade, however, have a valuable 
selling leverage. If jobbers in in- 
creasing numbers will insist on a 
Buying Contract, it will in time bring 
about a segregation of suppliers who 
sell to favored accounts on special 

(Continued on page 56) 
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Sales Tax Discussed 
at Mississippi Convention 





GUY NASON 


Retiring Sec.-Treas. 


HE Mississippi Retail Hardware 

and Implement Assn., held its 

27th annual convention in Jack- 

son, Miss., June 5 to 7, inclusive. Head- 

quarters were in the Robert E. Lee 

Hotel and sessions were presided over 

by President W. H. Fincher, Lexing- 

ton, with Secretary Guy Nason, Stark- 

ville, keeping the records. The 1934 

convention will be held on the Gulf- 

coast, the exact place yet to be agreed 
upon, but either Gulfport or Biloxi. 

Officers elected for the ensuing year 


W. H. FINCHER 
Retiring President 


I. S. BARNES 
New President 


as follows: President, I. S. Barnes, 
Jackson; Vice-presidents, A. P. Turner, 
Philadelphia; G. P. Ramsey, Stark- 
ville; Secretary, John F. Jennings, 
Jackson; District Governors, L. P. 
Allen, Belmont; J. R. Hill, New 
Albany; K. G. Shaw, Indianola; A. B. 
Campbell, Vardaman; George D. 
Payne, DeKalb; M. V. Morgan, Colum- 
bia; George A. Alexander, Gulfport; 
M. B. Warring, Tylertown; C. H. 
Everett, Jackson. 

Among the visitors and out-of-town 





speakers were: J. Charles Ross, Kala- 
mazoo, Mich., representing the N. R. 
H. A.; Luther Stein, vice-pres., Belk- 
nap Hardware and Mfg. Co., Louis- 
ville, Ky., and George Thomas, sales 
manager, Simmons Hardware Co., St. 
Louis, Mo. The keynote address was 
delivered by President Fincher. 

The sales tax now in effect in Mis- 
sissippi came in for a vigorous attack 
of the speakers and before adjournment 
a resolution was adopted condemning 
the sales tax and requesting the Legis- 
lature not to re-enact the measure when 
that body convenes in Jackson next 
January. The State’s sales tax is a two 
per cent gross sales tax and has been 
in operation since May 1, 1932. In its 
first year it produced more than two 
million dollars in revenue. At present, 
Governor Conner is making a tour of 
the State advocating enactment of a 
three per cent sales tax law. 

Although the attendance was not 
large, the spirit of the convention was 
harmonious and very optimistic. All 
seemed to think that business was be- 
ginning to look up and that in the near 
future conditions would be much better 
for the Mississippi hardware dealer. 

Guy Nason, who has served the or- 
ganization for 10 consecutive years as 
secretary-treasurer tendered his resig- 
nation, and declined to consider re- 
election for another term. 


Carolinas Association Meets at Goldsboro. N. C. 


HE annual convention of the 

Hardware Association of the Car- 

olinas, opened at the Hotel Golds- 
boro, Goldsboro, N. C., on June 6, for 
a three-day meeting. The convention 
was attended by 250 delegates and 
visitors. D. E. Turner, Mooresville, 
president of the association opened the 
convention with an inspiring address. 
A. R. Craig, Charlotte, secretary-treas- 
urer, in a talk which followed, dis- 
cussed the unfair merchandising prac- 
tices of public utilities. 

At the afternoon session, Mrs. Sarah 
Mosteller, Charlotte, related her ex- 
periences as a shopper in various hard- 
ware stores in the Carolinas. Allen J. 
Maxwell, revenue Commissioner of 
North Carolina, with “Problems of 
Taxation” as his subject, explained the 
operation of the new State sales tax 
law. 

Featured speakers at other sessions 
were: Thomas B. Pearce, Columbia, 
S. C., chairman, South Carolina power 
rate investigating committee; Stacey 
W. Wade, Raleigh, Secretary of State, 
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D. E. TURNER 
Retiring President 


and Thomas B. Howell, Richmond, Va., 
past president, N. R. H. A. At the 
Tuesday afternoon’ session Grant 
Wright, editor, The Eastern Dealer, 
Philadelphia, Pa., spoke on “Work- 
ing with our Allies,” dealing with the 


FRANK W. McKEEL 
New President 


ARTHUR R. CRAIG 


Secretary-Treasurer 


relation of the implement business to 
the hardware trade. 

Wednesday evening, local dealers 
were hosts at a dance and entertain- 
ment in the hotel ballroom. The visiting 


(Continued on page 55) 
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The Operating Plan of the Hall Hardware 


(Continued from page 29) 


ters. A nominal charge is made for 
making stencils and addressing. 

The Monthly Store News, as the 
advertising circular is called, has a 
distribution among 250,000 consum- 
ers served by Hall members. During 
the Christmas holiday season a spe- 
cial Christmas gift supplementary 
book is issued and once a year a 
nine cent sale is held, with suitable 
advertising for the occasion. 

Twice a year, a three-day conven- 
tion for members is held at Minne- 
apolis headquarters. Each dealer 
pays his own expenses and has an 
equal vote with all other members. 
A group of eleven directors and offi- 
cers are elected at the convention. 
These directors hold one-day sessions 
four times a year. Their railroad 
and hotel expenses are paid and each 
receives a $10 director’s fee for the 
day’s work. This and the salaries of 
120 people on the payroll of Hall 
Hardware Co. represent the only 
cost of that kind. 

During the year, a series of group 
meetings are held which serve more 
than 90 per cent of the members. 
Each group meeting is arranged to 
include a radius of 50 miles. 

At the group meetings and during 
the three-day convention, new lines 
are discussed, policies are studied 
and an opportunity provided. for 
headquarters officials and buyers to 
meet with and learn the various prob- 
lems of members. 

Although a standard of store ar- 
rangement has not been arbitrarily 
required, every effort has been made 
to have dealers modernize their 
stores. For this purpose, the field 
men have taken special training so 
that they can assist members in store 
arrangement problems. 

In addition to the advertising men- 
tioned, headquarters supplies, at low 
cost, linen or crash coats with the 
organization’s insignia; and such ad- 
vertising novelties as yard sticks, 
carpenter’s aprons, carpenter’s pen- 
cils, calendars, playing cards, movie 
slides, display cards, special wrap- 
ping paper, little envelopes for small 
items, mailing bags, etc. All such 
material, where practical, is made up 
in the orange and blue colors of the 
Hall organization and all merchan- 
dise bears the group’s insignia which 


Po 


is shown in several of the illustra- 
tions with this article. 

Special store awnings, striped in 
the orange and blue colors, are pro- 
vided, at cost, to carry out the color 
scheme in which all store fronts must 
be painted. 

Each member has the privilege of 
having his finances audited, and, 
through headquarters may obtain 
necessary help, forms, etc., for carry- 
ing on deferred payment selling. He 
may also utilize a uniform collection 
plan which includes specially pre- 
pared letters, cards, etc. 


Sales Manual Discontinued 


For two or three years the Hall 
Hardware Co. provided a sales man- 
ual for the purpose of giving to 
dealers and clerks brief selling as- 
sistance on certain lines. Recently, 
the management has realized that 
these bulletins are not as practical 
as sales data more closely tied 
to the merchandise, so the company 
is concentrating its sales training 
now more on window cards, counter 
cards, etc., which give, briefly, salient 
points about merchandise on display. 

The $6.50 service fee charged each 
member is really an investment for 
the operation of a better business de- 
partment. This department helps 
the dealer display at county fairs, 
etc., run special sales, and handle the 
store arrangement problem on a cost 
basis. This department, also, is re- 
sponsible for the monthly table and 
window display suggestions. These 
are designed to tie up with the cur- 
rent advertising offered the dealer. 

At all times a 51 per cent vote of 
members may revise the policies and 
change the operating methods of the 
Hall Hardware Co., but in coopera- 
tive organizations a 75 per cent vote 
is considered advisable. Ten retail 
hardware men, chosen by the stock- 
holders at the annual convention 
meeting, have the authority and 
supervision of the organization. 
These ten men, with Mr. Hall, com- 
prise the Board of Directors. C. F. 
Ladner, of the C. F. Ladner Hard- 
ware Co., St. Cloud, Minn., one of 
the founders, is chairman of the 
board. Other members are: Amos 
Marckel, the Marckel Co., Perham, 
Minn.; Paul N. Allen, Kirk & Al- 
len, Jamestown, North Dakota; E. 


P. Babcock, Babcock Hardware Co., 
Anoka, Minn.; A. O. Dalberg, Bur- 
man & Dalberg, Amery and Clay- 
ton, Wisconsin; O. V. Hanson, 
Hanson Hardware Co., Rochester, 
Minn.;°Sam Hunt, Hunt Bros. Co., 
Red Lake Falls, Minn.; G. A. Jef- 
fery, Jeffery Hardware Co., Red 
Lodge, Montana; H. J. Bekke, Can- 
ton, S. Dak., and J. A. Monson, 
Braham Merc. Co., Braham, Minn. 
Each of these directors is operating 
a successful retail hardware store. 

Samples of advertising, form and 
sales manual sheets, weekly bulletin 
order forms, etc., are shown in the 
illustrations accompanying this ar- 
ticle in the belief that they will be 
interesting to all wholesalers and 
retailers in the hardware industry. 

Although the Hall Hardware Co. 
has been the subject of several ar- 
ticles in advertising journals, this 
is the first time a hardware busi- 
ness paper has endeavored to give 
the details under which the Hall 
Hardware Co. has operated. For 
many years this business has been 
the subject of controversy in the 
hardware industry. The Hall plan 
has been studied by wholesalers 
from all parts of the United States 
and Canada. Here and there a plan 
has been adapted, but not, to our 
knowledge, with any particular suc- 
cess. There are several cooperative 
dealer-owned wholesale houses fol- 
lowing out part of the Hall plan, but 
in its complete form as presented in 
this article, we believe it is the only 
hardware business of its kind. 

To properly appraise the methods 
of this organization one must imme- 
diately realize that such a plan can 
only succeed with very complete 
loyalty from members. It is likely 
that most of the advantages claimed 
for this organization could be pro- 
vided by any existing wholesaler if 
he could depend upon the same ele- 
ments of cooperation from his re- 
tailer-customers. This includes, par- 
ticularly, prompt payment within 
eight days after invoice is received 
and the concentration of all major 
purchases, plus the willingness to co- 
operate in advertising and merchan- 
dising plans provided. It must be 
forever realized that ability to meet 
current competition isn’t worth any- 
thing unless some steps are taken to 
advertise the fact to consumers, that 
they may know the scope of the mer- 
chandise handled by retail hardware 
stores—as well as the values. 
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Vv. A. ACER IS VICE-PRES. 
OF SPENCER KELLOGG 


Victor A. Acer, for more than 
ten years sales manager of 
Spencer Kellogg & Sons, Inc., 
Buffalo, N. Y., manufacturers of 
linseed oils and other vegetable 
oils, has been elected vice-presi- 
dent of the corporation to act in 
a general executive capacity. He 
has been with the company 
since 1916, first as a salesman 
and later as manager at St. 
Louis, Mo., and San Francisco. 
Calif. 

Robert C. Boggess, formerly 
manager of the Spencer Kellogg 
offices in New York City, has 
been appointed general sales 
manager with headquarters in 
Buffalo. Mr. Boggess has been 
succeeded in New York by AIl- 
fred P. Mason, formerly man- 
ager of the Cleveland office. 
Charles E. Lacey, former assis- 
tant manager in Cleveland, is 
now manager of that office. 





THOMAS MANAGES SALES 
FOR HURLEY MACHINE 


E. O. Thomas, for the last 


year assistant to Edward N. Hur-° 


ley, Jr., president, Hurley Ma- 
chine Co., Chicago, III., makers 
of Thor washers and ironers, has 
been appointed general sales 
manager of the company. Pre- 
vious to his transfer to Chicago, 
a year ago, he was located in Los 
Angeles, Cal., in charge of Thor 
Pacific Coast operations. 
SIMPSON HEADS SALES 
FOR HURLEY IN EAST 


Frank J. Simpson has been ap- 
pointed sales manager in charge 
of the eastern division for Hur- 
ley Machine Co., Chicago, IIl., 
with offices in the Chrysler Bldg., 
New York City. Mr. Simpson, 
who was formerly divisional sales 
manager in Chicago, has a newly 
created office. 





WOOSTER BRUSH SHOWS 
FILM AT WORLD’S FAIR 


At the invitation of the State 
of Ohio, Century of Progress 
Commission, the Wooster Brush 
Co., Wooster, Ohio, has had pre- 
pared an interesting motion pic- 
ture on the manufacture of paint 
and varnish brushes. This film is 
shown daily at the Ohio State 
Exhibit, Space 14, Court of 
States Building, at the Century 
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of Progress Exposition in Chi- 
cago. The time of its showing 
is posted on the bulletin board 
at the Ohio State Exhibit each 
morning. 

The film is recommended as 
both educational and interesting 
and may be viewed free of 
charge. 


RALPH S. ALLEN JOINS 
PHEOLL MFG. CO. 


Ralph S. Allen, for the past 
eight years in charge of metro- 
politan New York sales for Dia- 
mond Expansion Bolt Co., New 





RALPH S. ALLEN 


York City, has joined the Pheoll 
Mfg. Co., Chicago, Ill. He will 
sell the Pheoll company’s line of 
machine and cap screws, stove 
bolts, machine screw nuts, etc. in 
the metropol‘tan New York area. 
Mr. Allen, who is well known to 
the trade in and around New 
York City, is secretary of the 
Brooklyn Hardware Association 
and holds the same office in the 
Hardware Square Club. 


CORDAGE MAKERS HOLD 
MEETING ON CODE 


The entire cordage manufac- 
turing industry was represented 
at a meeting held by the Cordage 
Institute on June 21 in the offices 
of the association, 60 E. 42d St., 
New York City. Forty represen- 
tatives of twenty-two cordage 
manufacturing firms were pres- 
ent and plans for formulating a 
code under provisions of the Na- 
tional Recovery Act were dis- 
cussed. 

It was decided to ask the 
National Industrial Conference 
Board for its suggestions as to 
working conditions, wages and 
hours of labor to apply in the 
cordage industry when the code 
is adopted. This step was taken 
because of the desire of mem- 





bers to have the recommenda- | 
tions relative to these conditions | 
from an unbiased and well in- 
formed source. 

J. S. McDaniel, secretary of 
the Cordage Institute, stated that 
the association in forming the 
code expects to work very 
closely with related retail and 
wholesale trade associations, so 
that it can synchronize its efforts 
with those or cordage retailers 
and wholesalers, 

The Cordage Institute was 
formed in 1920, although the 
forerunner of the present organi- 
zation was established in 1867. 





F. G. EGERSDORFF JOINS 
SLOSS & BRITTAIN 
Fred G. Egersdorff has joined 
Sloss & Brittain, San Francisco, 
Cal., to take charge of that 
organization’s sporting goods de- 





partment which has_ recently 
been enlarged. For four years he 
was manager of the sporting 
goods department of the Kimball- 
Upson Co., Sacramento. Later he 
was with both the Schaw-Batcher 
Co. and the Thomson-Diggs Co. 
Mr. Egersdorff is well known in 
central and northern California. 


MILCOR BUYS LAMNECK 
STOVE, ELBOW DEPTS. 


The Milcor Steel Corp., Mil- 
waukee, Wis., manufacturer of 
stamped metal products, has 
purchased the stove and elbow 
departments of the Lamneck 
Products Co., Columbus, Ohio. 
Part of the equipment is being 
transferred to the Milcor branch 
plant at Canton, Ohio, and the 
remainder to the Milwaukee 
plant. 





W. A. GIBBS & SON, INC., PURCHASE BUSINESS 
OF TRIUMPH TRAP CO., ONEIDA, N. Y. 


W. A. Gibbs, W. A. Gibbs & | 
Son., Inc., Chester, Pa., has an- | 
nounced the purchase of the Tri- 
umph Trap Company, Oneida, | 





W. A. GIBBS 


N. Y., plant and business. The 
Gibbs organization has for a 
number of years been manufac- 
turing two-trigger and_ single- 
grip animal traps as well as im- 
proved trapping appliances, while 
the Triumph company has been 
manufacturing improved types of 
traps as well as the standard 
lines, which have been in use for 
generations. The Triumph Trap 
Co. Division will be headquarters 
for long spring and under spring 





types of traps. 


For the present the two com- 
panies will be operated in their 
respective locations at Chester, 
Pa., and Oneida, N. Y., continu- 
ing to manufacture the lines of 


| both organizations, 


F. E. Adams, for the past 18 
years connected with the Tri- 





F. E. ADAMS 


umph Trap Co., is to continue in 
charge of sales and advertising 
for the Triumph Co. Division, 
W. A. Gibbs & Son, Inc. 

Officers of the new organiza- 
tion are: W. A. Gibbs, president; 
W. R. Gibbs, vice-president, and 
E. Thomas, secretary and treas- 
urer. 
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COOKING AND HEATING APPLIANCE MANUFACTURERS 
ORGANIZE TO AID INDUSTRY RECOVERY ACT 





The Institute of Cooking & 
Heating Appliance Manufactur- 
ers, Inc., was organized as the 
representative of the stove man- 
ufacturers of the country in con- 
nection with the administration 
of the National Industry Recov- 
ery Act, at a meeting held at the 
Hotel Mayfair, St. Louis, Mo., 
June 19 and 20. 

Bolling Jones, Jr., Atlanta, Ga., 
president, American Stove Asso- 
ciation, a group of Southern 
manufacturers called the meet- 
ing, but other groups attended. 
Stove manufacturers from north 
central states, who were to have 
met in Chicago to organize un- 
der the industrial act, changed 
their plans and attended the St. 
Louis meeting. While New En- 
gland manufacturers were not 
represented, they notified the 


meeting that they wished to co- | 


operate in the formation of a 
national organization to repre- 
sent the industry. The organi- 
zation was directed by Irving S. 


Paull, trade association adviser | 


of Washington, D. C., which was 
selected as headquarters of the | 
association. 

A board of trustees was named | 
to collect data concerning the | 
industry and prepare a code of 
fair practice, as required by the | 
new act, as follows: D. W./| 
Bimns, Nashville, Tenn.; Clar- | 
ence Graham, San Francisco; R. 
B. Hurt, Cleveland, Tenn.; David 
Kahn, Hamilton, Ohio; Maurice | 
Klemme, Belleville, Ill; A. W.| 
Tallman, Taunton, Mass.; R. D. | 
Wells, Royersford, Pa.; George | 
Wirth, Jr., New Athens, IIL; | 
Lewis Moore, Jr., Joliet, Ill.; A. | 
F. Selman, Rome, Ga., and Mr. | 
Jones. 

A resolution pledged “whole- 
hearted support of and coopera- 
tion with the administrator of 


the Act.” 





HOUSE FURNISHING ASSN. 
PREPARES TO CARRY OUT 
RECOVERY ACT PLANS 


The National House Furnish- 
ing Manufacturers Association is 
actively cooperating with the 
government in its preparation for 
carrying out the provisions of 
the National Recovery Act. War- 
ren Edwards, secretary of the as- 
sociation, with offices in Room 
1256, Builders Building, 228 N. 
La Salle St., Chicago, IIl., re- 
cently made a special trip to 
Washington, D. C., to“ offer the 
services of the association to the 
government through the office of 
General Hugh S. Johnson, admin- 
istrator. 

The association is preparing 
for whatever activity is necessary. 
Consideration is being given to 





48 





the question of adopting a code 
and increasing membership in 
the organization. 


OIL BURNER MAKERS 
APPROVE CODE 


With a substantial majority of 
the industry’s responsible manu- 
facturers represented, an oil 
burner manufacturers’ confer- 
ence, held June 15 in Chicago, 
unanimously approved an all-in- 
dustry recovery code and em- 
powered the directorate of the 
American Oil Burner Association 
to present the recommended 
code to President Roosevelt un- 
der the terms of the Administra- 
tion’s National Industrial Recov- 
ery Act, according to an an- 
nouncement made by Morgan J. 
Hammers, president of the asso- 
ciation. 

While the all-industry code is 
the official answer of the 
A.O.B.A. directorate to the gov- 
ernment’s mandate, Mr. Ham- 
mers explained, it represents the 
consensus of all the leading 


| forces in the industry, for the 


code, as approved by the associa- 
tion’s board, was first submitted 
to a round-table conference of 
manufacturers not as yet mem- 
bers of the association. The 
dealer division of the associa- 
tion, comprising a membership 
of 2000, also acted and approved 
the measure unanimously, it was 
announced by R. S. Bohn, chair- 


man of that division. 





MOHAWK VALLEY ASSN. 
VIEWS ROPE PICTURES 


Motion pictures of the manu- 
facture and uses of rope, in- 
cluding the growing of hemp 
were shown at the June 8 dinner 
meeting of the Mohawk Valley 
Hardware Association by T. O. 


| Worth, Plymouth Cordage Co., 


N. Plymouth, Mass. The meet- 
ing held at the Utica Golf Club 
was presided over by William 
Keilmurray, president of the as- 
sociation. A committee was ap- 
pointed to arrange for the next 


meeting to be held September | 


14 in Rome, N. Y. Preparations 
for a summer clambake wili be 
made by a committee appointed 
for that purpose. 


W. C. DUFF PURCHASES 
REPUBLIC STEEL DEPT. 


W. C. Duff recently purchased 
the steel belt fastener depart- 
ment of The Republic Steel 
Corp., Upson Nut Division, Un- 
ionville, Conn. The business is 
being carried on under the name 


of The Standard Belt Fastener 








Co. and will continue under the 
same management on manufac- 
turing and sales as heretofore. 





BAILEY TAKES ON TWO 
LINES IN NEW ENGLAND 


Leon L. Bailey, 1 Charlton St., 
Worcester, Mass., recently be- 
came New England representa- 
tive for The Stewart Iron Works 
Co., Cincinnati, Ohio, and Lind- 
say Light Co., Chicago, III. 

For The Stewart Iron Works 


Co. he will contact hardware 





LEON L. BAILEY 


dealers on chain link wire fences 
and gates and ornamental iron 
work of every description, on 
which he will render complete 
service and erection details. For 
Lindsay Light Co. he will handle 
gas and gasoline mantles. 

Mr. Bailey also represents the 
Henkel Co., Fremont, Ohio. His 
appointment as representative of 
the Elkhart Iron Works, Elkhart, 
Ind., was announced in the June 
22 issue of Hardware Age. 





S. ROSENTHAL LEAVES 
HAYES DUSTER & BRUSH 


, Sidney Rosenthal, 740 Empire 
Boulevard, Brooklyn, N. Y., for 
the past six years a salesman for 
the Hayes Duster & Brush Co., 
New York City, has resigned his 
position with that company. 


RAY L. FARMER 50 YEARS 
IN BUSINESS 


Ray L. Farmer, Salem, Ore., 
hardware dealer, celebrated re- 
cently his fiftieth anniversary in 
business in the same location. At 
the age of 24 he entered the 
employ of R. M. Wade & Co., 
in that town, as a tinsmith. Two 
years later he bought an interest 
in the business, which then be- 
came Wade, Pearce & Co. In 
1912 he bought out his partners 
and the business became Ray L. 
Farmer Hardware Co. For many 
years he made all the tinware 
sold by the store and fabricated 
zine-lined wooden bathtubs. 





JENNINGS 30 YEARS WITH 
WRIGHT & WILHELMY CO. 


Glenn E. Jennings, president, 
Wright & Wilhelmy Co., Omaha, 
Neb., hardware wholesalers, cel- 
ebrated on June 15, his thirtieth 
anniversary with that organiza- 
tion. After graduation from col- 
lege he started working for the 
Wright & Wilhelmy company as 
an order clerk, following which 
he worked his way through the 
various floors of the house. Later 
he was sent to the city “buy out” 
department, after which he spent 
nine years as a traveling sales- 
man. Upon the death of J. F. 
Wilhelmy, secretary of the com- 
pany, a vacancy in the office was 
filled by Mr. Jennings. In 1926 
he was elected vice-president and 
secretary, which offices he filled 
until the death in 1929 of F. B. 
Hochstetler, president of the com- 
pany. He is a director of the 
National Hardware Association, 
Rotary Club and Omaha Chamber 
of Commerce. 

Ned S. Reeves, vice-president 
and sales manager, has_ been 
with the company 32 years. 


CUNNINGHAM IS V. P., 
AMES BALDWIN WYOMING 


Harold Cunningham has been 
elected vice-president in charge 
of sales of the Ames Baldwin 
Wyoming Co., Parkersburg, 
W. Va. 


GATTSHALL RETURNS 
TO REPUBLIC RUBBER 


R. M. Gattshall has returned 
to the Republic Rubber Co., 
Youngstown, Ohio, after an ab- 
sence of 22 months, during 
which time he served the Joint 
Merchandising Committee of the 
Mill Supply Business in the ca- 
pacity of executive manager. He 
will be manager of distributor 
sales for Republic Rubber Co. 





PUBLISH SKETCH ON 
CAREER OF BOUQUET 


Recently a sketch was _ pub- 
lished on the business career of 
Edward Bouquet, president and 
treasurer, Bouquet-Brownson Co., 
Inc., St. Paul, Minn., mop and 
polish manufacturers, under the 
heading, “St. Paul Personalities,” 
in the St. Paul Daily News. Mr. 
Bouquet began his business life as 
a bookkeeper in Deans Tannery, 
Owego, N. Y. Later he attended 
a teachers’ training school. From 
1883 to 1900 he was a traveling 
salesman for Farwell, Ozmun, 
Kirk & Co., St. Paul, Minn. In 
1900 he formed the Nelson & 
Bouquet Hardware Co., Inc., 
wholesale distributors. His pres- 
ent company was founded in 
1905. 
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DISCUSS ELECTRICITY 
BILLS AT MEETING 


Members of the Retail Hard- 
ware Association of Philadelphia, 
meeting June 22 at Kughler’s 
Restaurant, Philadelphia, Pa., 
heard William Kast, electric rate 
expert discuss bills rendered for 
electric current at the time of 
recent rate changes. Members 
were urged to send their electric 
bills for February to March and 
March to April to Secretary Wil- 
liam F. Brown for a free analy- 
Frank Fifer, Fifer & Beatty, 
Philadelphia, Pa., reported on 
industrial trade. 

W. Glenn Pearce, managing 
director, PASHA, spoke on the 
recent NRHA Congress and on 
the Industrial Recovery Act as 
well as on the price survey. John 
Walker, Franklin Hardware Co., 
wholesale distributors, traced the 
hardware trade from a historical 
angle. Mr. Walker invited mem- 


sis. 





bers of the association to par- | 


ticipate in the Franklin Philadel- 
phia_ Plan. 
urged careful reading of hard- 


ware trade publications particu- | 
larly for their reports on the | 


Industrial Recovery Act and on 
the various conventions. 


The outing committee reported 


that the association’s picnic will 


Secretary Brown | 


be held July 26 at Silver Lake | 


Inn in New Jersey. The com- 
mittee pointed out that dealers, 
wholesalers, manufacturers 


and | 


their salesmen are invited to at- | 


tend with their families and 
guests. 
President Harry D. Kaiser, 


presided over the meeting. 


2 R. CROWDER NOW 
HEADS OWN COMPANY 


C. R. Crowder has opened of- 
fices at 1337 Eighteenth Avenue, 
S. Birmingham, Ala., and is now 
representing Yeomans Bros. Co., 
Chicago, IIl., selling their domes- 
tic, industrial and municipal 
pumping equipment throughout 
Alabama. Among other previous 
connections he was for several 
years southeastern sales engineer 
for United States Radiator Corp., 
Detroit, Mich., and American 
Radiator Co., Buffalo, N. Y. 


F. W. LUCKENBACH NOW 
MANUFACTURERS AGENT 

Frank W. Luckenbach has 
opened offices at 277 Broadway, 
New York City, as a manufac- 
turers’ representative for North- 
ampton Cutlery Co., Northamp- 
ton, Mass., and Pioneer Tool Co., 
Bloomfield, N. J. His telephone 
number is Worth 2-0248. For 
the Northampton company he 





will handle high grade table | 
cutlery, carving sets, etc., cover- Ca, Inc., New York; Winchester 


ing the territory from Albany, | Repeating 


1933 


JULY 6, 


N. Y., to Philadelphia, Pa., in- 
cluding the Metropolitan New 
York area. He will cover the 
Metropolitan New York terri- 
tory only, for the Pioneer line 
which includes putty knives, 
scrapers and painters’ tools. Mr. 
Luckenback will handle addi- 
tional non-competing lines to be 
announced later. 

For 31 years Mr. Luckenbach 
represented the John Russell 
Cutlery Co., Turners Falls, Mass. 





BASSETT IS V. PRES. 
ONE MINUTE WASHER 


Charles Bassett, formerly as- 
sistant sales manager, One Min- 
ute Washer Co., Newton, Iowa, 
has been appointed vice-presi- 
dent of the company with offices 
at 500 Shops Building, Des 
Moines, Iowa. Mr. Bassett, who 
is well known to the washing 
machine trade throughout the 





CHAS. BASSETT 


United States, has been contin- 
uously affiliated with the com- 
pany for the past twenty-three 
years. He is active head of all 
advertising and promotional ac- 
tivities for the company. 


SAVORY, INC., MOVES 
ITS CHICAGO OFFICE 


Savory, Inc., Newark, N. J., 
has moved its Chicago office to 
Room Q, National Restaurant 
Mart Floor, American Furniture 
Mart Building, 66 Lake Shore 
Drive. 


DISMISSES COMPLAINT 

AGAINST AMMUNITION 

MANUFACTURERS ASSN. 
(From Our Washington Bureau) 


The Federal Trade Commis- 
sion has dismissed “without 
prejudice” a complaint charging 
the Ammunition Manufacturers’ 
Association and others with car- 
rying on a conspiracy to sup- 
press competition. The other 
respondents, members of the as- 
sociation, are: Remington Arms 
Co., 


Arms New 


Haven, Conn.; 


United States | 


| Cartridge Co., New York; Peters | 


Cartridge Co., Cincinnati 


ton, Ill. 


OFFER SALES LETTER 
AND DIRECT MAIL 
ADVERTISING COURSE 


Ben Sweetland, 
Sweetland Advertising, Inc., New 
York City, has written a ten- 
lesson course in sales letter writ- 
ing and the fundamentals of di- 
rect mail advertising. Lesson 1, 
entitled “Facts Before Figures,” 





letters and covers principles en- 
abling determining whether to 
use letters or printed pieces for 


ing. “Success 
the title of lesson 2, deals with 
the attitude of mind one should 
| acquire before attempting to 
| write a letter, while lesson 3, 
| 





“The Fundamental Law of Giv- 
ing,” covers a “new angle on 
the service idea”. Lessons 4 and 
| 5 deal with study of the market 
| and study of the product to be 
| featured in a campaign. “Cause 


president, | was held at the O. Henry Hotel, 


and | 
Western Cartridge Co., East Al- | 


WHOLESALERS DISCUSS 
INDUSTRY RECOVERY 


Thirty wholesale hardware dis- 
tributors from the Carolinas, W. 


| Virginia and Virginia assembled 


June 24 to discuss provisions to 


| be incorporated into a southern 


is a general discussion of sales | 


a particular campaign or mail- 
Consciousness,” | 


hardware wholesale code in ac- 
cordance with the National In- 
dustry Act. The meeting, which 


Greensboro, N. C., was one of 
several sponsored by the South- 
ern Hardware Jobbers’ Associa- 
tion for formulation of the code. 
W. B. Stuart, president, Rich- 
mond Hardware Co., Richmond, 
Va., was presiding officer. 

T. W. McAllister, Atlanta, Ga., 
secretary, Southern Hardware 
Jobbers’ Association and editor 
of Southern Hardware, explained 
details of the National Recovery 
Act and pointed out ways that 


the act will affect hardware 
| dealers. Necessary changes to 
be made in hardware business 


| and Effect,” lesson 6, discusses | 
| determining of the sales angle | 
| around which a letter should be | 


| 
| built. 
| “The Big Little Details,” les- 
| son 7, discusses the testing of 
| the pulling power of letters, etc., 
while lesson 8 discusses the prin- 
ciples to be employed when 
using direct mail advertising in 
| conjunction with other mediums. 
Lessons 9 and 10 cover the lay- 
| ing out of campaigns and their 
dominant idea or theme as well 


suited to properly convey the 
message. Frequency of mailings 
is discussed. 

The course, in 
form, is available from Gerding 


Street, St. Louis, Mo., and costs 
Ace the Gerding company will 


send the course on open account 
and for five days’ approval. 








WEST BEND ALUMINUM 
HAS CHICAGO OFFICE 
The West 
Co., West Bend, Wis., is open- 
ing an office at 1409 Merchan- 
dise Mart, Chicago, Ill. A com- 
plete line of samples covering 
West Bend aluminum and super 
heavy aluminum, waterless cook- 
ers, “Cooksbest” and “Badger” 


and copper hammered antique 
ware will be on display. 

Someone from the home office 
will be in attendance during the 
Housefurnishing and Electrical 
Appliance Show from July 31 to 
| Aug. 12. 





operations were considered dur- 
ing the morning, and specific 
provisions were outlined during 
the afternoon for inclusion in the 
code. 


BALTIMORE PAINT CLUB 
DISCUSSES RECOVERY 


The annual meeting of the 
Baltimore Paint, Oil & Varnish 


| Club was held June 16 at the 


as the method of determining | 
the type of mailing piece best | 


Suburban Club, with golf as an 
afternoon attraction and enter- 
tainment on the evening pro- 
gram. President John Henry 
Coon presided at the business 
session and introduced S. R. 
Matlack, president of the Na- 
tional Paint, Oil & Varnish As- 
sociation, who discussed the in- 
act. Mr. 


dustrial recovery 


| Matlack reviewed the code of the 


typewritten | 
Publishing Co., 421 N. Eighth | 


$7.35. To readers of HARpwaRre | 


| dustrial 
Bend Aluminum | 


Ware, copper polished gift ware | 


paint, varnish and lacquer indus- 
tries. Thomas J. McFadden, 
acting manager of the National 
Paint, Oil & Varnish Associa- 
tion, also discussed the recovery 
act. 


DISCUSS INDUSTRIAL 
RECOVERY AT MEETING 


A. E. Long discussed the In- 
Recovery Act and its 
importance to the hardware and 
paint wholesalers and _ retail 
hardware stores at the June 15 
meeting of the Omaha Hardware 
Club, which met at the Conant 
Hotel, Omaha. J. W. Morton, 
James Morton & Sons Hardware, 
president of the club, appointed 
committees to make plans for 


| the club’s picnic to be held July 


| 20 at Naives Park. 


The picnic 
will be held the same day as 
that of the Omaha Retail 
Grocers. 

It was voted that stores close 
at 12 noon the day of the picnic. 
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Brief News Items of the Hardware Trade 


The Bay State Hardware Co. 
has moved to 1395 Washington 
Street, Boston, Mass. 





Pember & Clark, Kingston, 
Mo., are adding a full line of 
hardware to their general store 
business. 


Fire recently damaged the 
basement stock of the H. D. 
Ryder Hardware store in Water- 
town, N. Y. 


Fire recently damaged the 
hardware store of S. L. McPher- 
son, 107 Public Square, Nash- 
ville, Tenn. 





Fire in the business section of 
Fullerton, Calif.; recently dam- 
aged the stock and building of 
the Hoppe Hardware Store. 





Sam L. Lankford, C. L. C. 
Hardware Co., 108 Broadway, 
Nashville, Tenn., has been ap- 
pointed general manager of the 
company. 





The Belcher & Loomis Hard- 
ware Co., Providence, R. L., 
recently opened a new retail 
store at 135 Weybosset Street, in 
that city. 

The Taylor Hardware store 
has been moved back to its 
former location in the Shannon 
Building, 119 Main Street, New- 
comerstown, Ohio. 

Smoke from a fire in the Grant 
Park business district of Kanka- 
kee, Ill., recently damaged some 
of the stock of the hardware 
store of J. D. Kramer. 








The Kaas Hardware Co., for- 
merly of 4488 Broadway, New 
York City, is now located at 1294 
Intervale Ave., New York City. 
Charles P. Kaas is manager of 
the store. 





Charles C. Kerlew, formerly 
manager, C. H. Darl ng Co. and 
of J. B. Farnum Co., both of 
Woonsocket, R. I., has opened a 
hardware store at 243 S. Main 
Street, Woonsocket, R. I. 

The Schaberg-Dietrich Hard- 
ware Co., Lansing, Mich., has 
moved its store from 319 to 209 
N. Washington Avenue. The 
store had been at the former 
location for 10 years. In the new 
quarters space three times that 
in the old location is being 
occupied. 





C. B. Hall, Birmingham, Ala., 
has purchased the stock of the 
Springfield Hardware Co., for- 
merly Woodard & Sprouse, on 
the north side of the public 
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| square in Springfield, Tenn, The 





business will be known as the 
Springfield Hardware & Supply 
Co. 





W. M. Bowersox Hardware 
will be operated in the Perkins 
Bldg., Waterford, Pa. Mr. Bower- 
sox was formerly manazer of 
The Andrews Motor Co., New 
Bethlehem, Pa. He will be as- 
sisted by F. L. Laughlin, who 
was for 14 years with Anderson 
Hardware Co., New Bethlehem. 





Charles Brown & Sons, San 
Francisco, Cal., hardware and 
housewares store, is moving from 
its long occupied Market Street 
location to 811-15 Market Street, 
where space double that of the 
previous quarters will be occu- 
pied. The company will con- 
tinue operating the store at 225 
Post Street. 











KARL PETERSON 


Karl Peterson, 67, president 
and founder of the Crescent Tool 
Co., Jamestown, N. Y., died June 
20 following a long illness. He 
first located in Jamestown in 
1886, at which time he engaged 
in the manufacture of snuff. 
Later he worked in the experi- 
mental department of the Art 
Metal Construction Co., after 
which he was employed by the 
C. W. Morgan bicycle handle 
bar factory. In 1902 he entered 
into a partnership with J. P. 
Danielson for the manufacture of 
small tools such as screw drivers, 
pliers and wrenches. Mr. Peter- 
son purchased his partner’s in- 
terest in 1907, at which time the 
Crescent Tool Co. was _ incor- 
porated. 

Mr. Peterson was active in 
civic affairs, having served on the 
old board of water and light 
commissioners since 1917. Later 
the board was succeeded by the 
board of public utilities on which 
he served until shortly before his 
death. He was a director of the 
National Chautauqua County 
Bank and was active in charita- 
ble organizations. 





F. B. QUACKENBOSS 


Francis B. Quackenboss, pur- 
chasing agent for the Graton & 
Knight Mfg. Co., Worcester, 
Mass., manufacturers of leather 
products and belting, died on 
June 5 at Atlantic City, N. J. 
He was born in Worcester, 
Mas., 42 years ago. A year after 
finishing his college course: he 
became assistant to the presi- 
dent of the Graton & Knight 
Mfg. Co. 





The firm of Carroll & Mielock, 
Tawas City, Mich., has been 
formed by consolidation of the 
Tawas Hardware & Sporting 
Goods Co., owned by Justin 
Carroll and the Mielock Tire & 
Electric store owned by John 
Mielock. The new firm is in the 
quarters of the former Mielock 
firm. 


BELKNAP SURPLUS STOCK 
WAREHOUSE BURNS 

Warehouse No. 10 used by 
Belknap Hardware & Mfg. Co., 
Louisville, Ky., largely for the 
storage of surplus stocks of mer- 
chandise was damaged by fire on 
June 16. Charles R. Bottorff, 
president of the company, states 
that “Its burning in no way in- 
terferes with our order filling or 
service.” 


OBITUARY 


CHARLES W. SCOFIELD 


Charles W. Scofield, 83, for 
many years secretary and treas- 
urer of the Lake Erie Iron Co., 
Cleveland, Ohio, died recently: 
He was associated with that com- 
pany from 1871 until about 1917 
The Lake Erie Iron Co., which 
operated a rolling mill and manu- 
factured bolts and nuts, later 
was taken over by the Lake Erie 
Bolt & Nut Co. and the plant was 
acquired a few years ago by the 
Lamson & Sessions Co., Cleve- 
land. Mr. Scofield retired from 
active business about 15 years 
ago. 


J. E. GARMEN 


J. E. Garmen, 75, New Hamp- 
ton, Iowa, veteran hardware mer- 
chant, died recently following a 
heart attack. He spent forty 
years as a partner in the firm 
of Garmen & Forkenbrock, retir- 
ing five years ago, when he dis- 
posed of his interest to the 
Forkenbrock brothers. 





PAUL L. WILLIS 
Paul L. Willis of Milford, Del. 
representative of R. F. Willis & 
Bros., Inc., Pennsgrove, N. J.. 
died May 31. 





JOHN H. DUNCAN 


John H. Duncan, 75, a pioneer 
hardware chain store manager 
of Marion, Ill., died June 22 of 
heart disease. 


LUCIAN B. BOYD 
Lucian Burke Boyd, 62, senior 
partner in the Allapattah Hard- 
ware & Paint Co., Miami, Fla., 
died June 23 in a Miami hospital 








STRATTON-WARREN HOST 
TO MEMPHIS DEALERS 
One hundred Memphis sports- 

men and members of the Retail 

Hardware Association of Mem- 

phis were guests of the Stratton- 

Warren Hardware Co. at the 

Parkview Hotel, Memphis, Tenn., 

at a_ recent Leslie 

Stratton, president of the com- 

pany, welcomed the guests. 

Gus Peret, photographer and 
big game hunter of Yoncalla, 
Ore, representing the Peters 
Cartridge Co., Kings Mills, Ohio, 
exhibited moving pictures of wild 
animals taken in America and 
in Africa, including the shot of 
a man being charged and fatally 
wounded by a lion. Mr. Peret 
told of his trip by air from Lon- 
don to Africa and of many in- 
teresting and thrilling adven- 
tures he had on his trip. 


meeting. 











after an illness of three months. 
He was an organizer of the Miami 
Beach Builders’ Supply Co. and 
the Atlas Rock Co., and had lived 
in Miami for thirty years. 





L. H. NUTTING 


L. H. Nutting, 77, for more 
than 20 years active in the firm 
of Sickels, Preston & Nutting, 
Davenport, Iowa, died recently. 
He entered the retail hardware 
business at Malcolm, Iowa, in 
1883 and four years later became 
active in Davenport. 





HENRY R. CASEY 


Henry R. Casey, 47, a member 
of the hardware firm of Casey 
Bros., Norton, Kans., died re- 
cently following a heart attack. 





JOHN T. PRENDERGAST 


John T. Prendergast, Abilene, 
Kans., died June 8 at the age of 
77. Mr. Prendergast had en- 
gaged in the hardware and im- 
plement business in Abilene for 
nearly 50 years. 





ADOLPH PAPE 


Adolph Pape, 78, a retired 
hardware dealer died June 19 
at his home in Stapleton, S. L., 
N. Y. Mr. Pape opened the first 
general hardware store in Staple- 
ton fifty years ago and retired 
from business in 1928. 





W. L. SAUNDERS 


William L. Saunders, 57, vice- 
president, D. Saunders Sons, Inc.. 
Yonkers, N. Y., manufacturers of 
tools and pipe, was recently 
fatally injured in an automobile 
accident. 


HARDWARE AGE 














ore 
ng, 
tly. 


are 


me 


of 


le 











THE PEAK DEMAND 
NOW CALLS FOR 
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In 
THUAN 


|g gee comes the height of the lawn 
and garden season. Old hose 
with which people hoped to “get by” 
is giving out. Replacements are the 
order of the day. 


It’s a great time to sell Goodyear Hose. 


Everybody knows Goodyear Hose. It 
is nationally advertised. It has a life- 
long reputation for quality — made 
by the maker of the world-famous 
Goodyear Tires. 


The Goodyear line is complete — a 
Goodyear quality hose for every need 
and purse. 


Goodyear Emerald Cord is the world’s 


finest hose; the new Goodyear Super- 
twist Cord is its quality companion in 
the moderate price field; idéally strong 
and light, easy for women and children 
to handle. Other popular quality 
brands of Goodyear Hose include 
Pathfinder, Wing foot and Glide. 


Fill out your Goodyear line now for 
the peak demand! 





Goodyear also manufactures a complete 
and world-famous line of Transmission 
Belting, Farm Belting, Suction Hose, Water 
Hose, Steam Hose, Asbestos and Red 
Sheet Packing, Force Cups, etc. Write for 
price list to Goodyear, Akron, Ohio, or 
Los Angeles, California. 


SELL AN EXTRA LENGTH FOR HOME FIRE PROTECTION 


JULY 6, 1933 


ALL GOODYEAR LAWN AND GARDEN HOSE IS MADE WITH COTTON CORD CARCASS 
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Whats New 


for Retail 
Hardware Stores 


“Lightning” Beer Cooler 


A portable unit, which may be used 
in the home or taken on picnics, etc. Ice 
cubes are broken with “Lightning” Cube 
Breaker into chips. Cooler is of molded 





hard rubber with pebble dash panels, black 
finish and chromium handle. Said to 
make beer ice cold in 15 minutes. Sug- 
gested retail price, $5.50. North Bros. 
Mfg. Co., Philadelphia, Pa. 


Westinghouse Unit 
Air Conditioners 


For cooling and dehumidifying air in 
summer and heating and humidifying it 
in winter, filters and circulates air at all 
times. Designed for installation under 
windows or along wall. Where space is 
limited a special unit is available for wall 
or ceiling mounting. Floor models avail- 
able in four styles consisting of two fin- 
ishes. Walnut cabinet is a reproduction 
of walnut burl with grained ends and trim. 
Modernistic cabinet finished in blue green 
set off by a glossy Micarta panel with 
colored metal inlays. Trim of satin 
chrome. In the cabinets air is cleaned, 
temperature and humidity corrected and 
air circulated so that an adequate supply 
of conditioned air will be directed to all 
parts of room. In hot weather cooling is 
accomplished by passing the air over cold 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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coils in which a refrigerant is circulated. 
Refrigerant is supplied by refrigerating 
unit located in basement or in an adjacent 
room. In cold weather air is heated by 
passing over coils heated by regular steam 
or hot water system in building. Humidity 
increased by circulating incoming air 
through fine water spray scientifically pro- 
portioned to the requirements. Dehumidi- 
fication comes as a result of circulation of 
air through cooling coils. Moisture is con- 
densed and air thus dehumidified. Air 
filtered to remove dust and foreign matter. 
Type EL-12, illustrated, walnut finish, 
measures 39 in. x 134% in. x 27 in. West- 
inghouse Electric & Mfg. Co., E. Pitts- 
burgh, Pa. 


“Stanlo” Metal 
Construction Sets 
Offered in seven sets listing from $1.00 


to $10.00, each set having pieces in colors 
for constructing houses, doll furniture, ve- 





hicles, bridges, etc., according to size of 
set. Nos. 5, 6 and 7 listing at $7.50, $10.00 
and $10.00 respectively are packed in at- 
tractive mahogany finished wooden cases 


(Other new items on page 58) 


with hinged covers. With each set is 
packed a 36-page instruction book show- 
ing a large variety of models illustrated 
with halftone cuts. Stanlo, a division of 
The Stanley Works, New Britain, Conn. 





Aluminum Goods Mfg. Co. 
Copper Beverage Ware 

Line includes designs, which are authen- 
tic reproductions of early American crafts- 
manship. The 14 oz. mug lists at 40c., 





while the 2 qt. pitcher has a suggested 
retail selling price of $1.50. Tray lists at 
$1.20. Aluminum Goods Mfg. Co., Mani- 
towoc, Wis. 


Surhold Tron Stand 

Fits ironing board or table in any de- 
sired position. Two-way grip holds it in 
place. Asbestos center protects against 
fire and scorching. Suggested retail sell- 
ing price, 25c. Dealer cost, $19.20 per 
gross, packed 24 to a box with one display 
card. Select Specialties Co., 139 Hudson 
St., New York City. 
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What every merchant should know 















| @ The American Weekly 
| is the national magazine 

| with local influence. It is 
| read by over 5,000,000 
| families every week— 
| many of whom live in 
| YOUR community and 


buy in YOUR store. 





The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Sunday Newspapers. In 529 of America’s 995 towns and cities of 
10,000 population and over, The American Weekly concentrates 68% of its 
circulation. 

In each of 93 cities, it reaches one out of every two families 

In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 
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Stocks 
and 
Dies 


‘Auoy STEEL CHASERS 
with BACKED OFF, 
Teeth 


First introduced in 1922—just 11 years ago— 
ARMSTRONG BROS. Pipe Tools have estab- 
lished a new standard for pipe tools. They have 
brought to this field balanced tools drop forged, 
alloy steel and hardened parts—tools that make work 
easier and faster, tools that stand up far longer, 
Today they comprise the most complete line of 
pipe tools made, each an improved tool. For 
example, ARMSTRONG BROS. Solid Pipe Dies 
have “Backed-off’? Chasers of Special Vanadium 
Steel, the correct cutting angle, the correct throat 
angle and ample chip clearance. They make work 
faster and easier and build business and profits. 


Write for Catalog P-10 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 
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Changes 


New products and new 





trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St, New York City 

















Efficient Truck Operation 


(Continued from page 25) 


sively to (1) relationship of order 
taking to delivery; (2) dispatching 
and loading conditions; (3) road 
delays, and (4) time spent in the shop 
for repairs. 

Orders taken late in the evening 
for delivery early next morning, or 
taken early in the morning for deliv- 
ery that morning, are a big cause of 
lost time. Many minutes of truck 
time are wasted while orders are writ- 
ten up, sent to the shipping room, 
made up, loaded and checked. 

Failure to properly identify pack- 
ages on the platform frequently slows 
up loading, while drivers of two or 
more trucks look for the items mak- 
ing up their loads. 

Some of the larger stores delay 
trucks unnecessarily because only one 
person is in charge of loading and 
checking shipments into the trucks 
and performing the many other de- 
livery duties of the shipping room. 
Much time could be saved by assign- 
ing another man from the store to fill 
in during emergencies and peak pe- 
riods. 

Last minute orders are not only the 
bane of a hustling shipping clerk’s 
life, but are a very expensive habit. 
With few exceptions, last minute or- 
ders are not so urgent that they can- 
not be accommodated on the next 
trip. Tying up a truck fifteen to 
thirty minutes for an order is very 
costly. 

Shipping room and loading plat- 
form should be laid out to permit sys- 
tematic and easy handling of orders. 
Merchandise should flow through 
these departments into the trucks 
with little interruption. Time lost at 
these points often is the most serious 
encountered in delivery department. 
A few minutes’ loss per truck several 
times a day at the loading platform 
doesn’t seem much “at the time, but 
multiplies into a staggering total in 
the course of a year. A low or high 
loading platform is a big time-con- 
suming element. Each package must 
be lifted or lowered to the truck floor. 
Several things can be done to correct 
this situation. (1) Change floor height 
of truck; (2) alter height of platform, 
or (3) when the difference in height 
is not too great, use inclines of suf- 
ficient length to permit hand trucks 
to easily pass over. 

Many small time-wasting incidents 
that occur on the road and at the 


points of destination can be elimi- 
nated. 

A driver ordered to stop at a whole- 
saler’s for a pick-up is often kept wait- 
ing upon arrival because the order 
has not been made up. This can be 
straightened out so as not to occur 
again by an explanation and request 
that the wholesaler cooperate. 

Searching for goods to be delivered 
at a stop is evidence of careless load- 
ing. Packages loaded in reverse to 
the sequence of stops and use of plain 
labels will eliminate much loss of 
time from this point. 

Errors in shipment, such as wrong 
addresses, forgotten and wrong items, 
not only double the delivery perform- 
ance, but cause much loss of time at 
the customer’s door in wasteful and 
sometimes injurious explanation. 
This is an internal problem and 
should be corrected under threat of 
dismissal, if the individual respon- 
sible does not correct his careless 
ways. 

Traffic delays are not always avoid- 
able. Drivers, however, who are on 
the job can select routes not so heav- 
ily trafficked and circle around points 
of congestion. 

Inspections by customers cause 
drivers to linger at the doorstep as 
much as ten minutes sometimes. To 
save time here requires a high order 
of tactfulness, yet, with a little intel- 
ligence, the driver can suggest to the 
customers that he is pressed for time 
and still has many orders to deliver. 

Breakdowns on the road are inex- 
cusable. Provision of regular inspec- 
tion and maintenance of trucks will 
practically eliminate delay troubles 
from this source. 

This leads us into the last and per- 
haps as great a source of loss of time 
as any of those already mentioned— 
idle time in the repair shop. Besides 
loss on investment because of idle 
shop time, a truck in the shop incurs 
losses resulting from interruption of 
service to the trade, and, in many in- 
stances, loss from the necessity of 
maintaining or hiring extra equip- 
ment for the emergency. 

Efficient truck operation, after all 
is said and done, comes down to one 
single principle that cannot be over- 
emphasized: Schedule your truck to 
work a maximum number of hours 
each working day with minimum lost 
motion. 
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7000 Silver Dollars to 
Horton Mfg. Co. 


The Salt Lake Hardware Co., in the heart 
of America’s silver producing region, chose an 
unusual way in which to send payment for two 
carloads of washers to the Horton Mfg. Co., 
Fort Wayne, Ind. The shipment of 7000 sil- 
ver dollars is said to be the largest single ship- 
ment of silver coin made by a purely commer- 
cial institution. The Horton firm used the sil- 


ver for payrolls. The shipment weighed 400 Ib. In 
the upper photo, left to right, with the police guards, 
are: Chas. L. Wheeler, vice-president and assistant 
manager; B. F. Bauer, president and manager; A. W. 
Hooper, secretary, and Helen L. Welker, treasurer, all 
of the Salt Lake Hardware Co. The circulation of 
these silver dollars caused quite an interest in Fort 


Salt Lake Hardware Co. Ships 


Wayne. 


sistant 





The photo below shows, left to right: N. A. Zern, as- 
secretary and treasurer; W. T. White, sales 
manager; guard; A. H. Peters, general manager, of the 
Horton Mfg. Co. 











Carolinas Association Meets at Goldsboro, N. C. 


ladies were entertained by the wives 
of dealers at a morning bridge party. 

The association adjourned Thursday 
with a barbecue dinner, at which Louis 
H. Buisch, Merchants Service Bureau, 
National Cash Register Co., Dayton, 
Ohio, was the principal speaker. 

F. W. McKeel, Darlington, S. C., 


was named president to succeed D. E. 
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(Continued from page 45) 


Turner, Mooresville. Graves J. Smith, 
Goldsboro, N. C., was elected first vice- 
president. Thomas K. Ruff, Columbia, 
S. C., second vice-president; V. R. Holt, 
Burlington, third vice-president, and 
Arthur R. Craig, Charlotte, was re- 
elected secretary-treasurer. 

E. W. Duvall, Cheraw, S. C., and 
Graves J. Smith, Goldsboro, N. C., were 


added to the executive committee of 
the association, and were named dele- 
gates to the national hardware congress. 
W. W. Watt, Charlotte, was chosen 
councillor from the association to the 
United States Chamber of Commerce. 

The next meeting of the association 
will be held in South Carolina, with 
the city yet to be chosen. 


Next Month, the Makers of 


aster Padlocks 


Announce the most important 
offer in their 


history ¢ 


Watch for Master’s NEW 
DEAL with store-wide 
opportunities for profits. 
MASTER LOCK CO. 
Milwaukee, Wis. 
World’s Largest Exclusive 
Padlock Manufacturers 

















DOOR CLOSER 
SELLS FOR $1.25 


It’s Everedy’s new No. 2200. For storm doors, 
house entrance doors, office doors, etc. Entirely 
rust-proof. Heavy cast brackets finished in cad- 
mium plate. Brass cylinder, finished in lac- 
quer. Cylinder is 1144” diameter x 10” long. 
No. 1100 for screen doors, 
sells for 75c. Cylinder is 1” 
diameter x 912” long. Write 
for circular describing these 
closers and the Everedy line 
of adjustable Screen Door 
Grilles. Sold by all good job- 
bers. Prices slightly higher 
in Far West and Canada- 


The EVEREDY Co. 


Frederick 








Maryland 








The mark of Quality 
In Wiring Devices 
The Circle F Trade-Mark is 


your guide and assurance of 
absolutely dependable Elec- 
: trical Wiring De- 

vices. Ask your 
Jobber to supply 
you with Circle F 

products, 

Circle F Mfg. Co. 
N. J. 


Trenton 
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BUY NOW 


While Prices 
Are Low! 


Sliding Door 
Hardware and 
Overhead 
Doors offer a 
profitable line 
to handle. 


Write for Complete Catalog 
COBURN TROLLEY TRACK Mfg. Co. 


HOLYOKE, MASS. H.A. 7-33 
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The Purchasing Contract 


(Continued from page 44) 


terms, and those who sell to all job- 
bers and distributors in all channels 
of distribution on terms that are 
equal to all. 

Salesmen usually give the jobber’s 
purchasing agent the best net prices 
they have to offer. However, in 
some cases salesmen do not know the 
lowest prices allowed as occasionally 
the home office allows rebates or spe- 
cial concessions to favored accounts. 
Because of this favoritism the man- 
agement of buying companies some- 
times find it an advantage to keep in 
personal contact with the heads of 
selling companies. With the Pur- 
chasing Contract in force, this prac- 
tice is no longer necessary, as the 
purchasing agent will be able to buy 
as advantageously as his competi- 
tors. The assurance to the jobber of 
this fact is the signature of an officer 
of the selling company on a legal 
contract, under which the seller 
agrees that he will not sell to any of 
the jobber’s competitors at better 
prices, terms and other conditions of 
sale. 

In purchases to which it can be 
applied the Purchasing Contract in- 
directly guarantees to the jobber that 
the small minority of manufacturers, 
who do not maintain definite sales 
policies, will be forced to abandon 
the practice of granting secret con- 
cessions, prices, terms, etc. This in- 
strument relieves the jobber of the 
constant wonder and doubt as to 
whether he has made the best pos- 
sible purchase and can always main- 
tain his competitive’ position on the 
supplier’s line. It places on the sel- 
ler the responsibility of guaranteeing 
that he has given the jobber the. very 
lowest prices and terms that the sel- 
ler accords at any time to the jobber’s 
competitors in all channels of dis- 
tribution. 

This Purchasing Contract is not 
merely a theory. It is a legal docu- 
ment with mutual consideration and 
as such is enforceable at law. It has 
already been put in practice and has 
been found practical and workable. 
It should be readily accepted by job- 
bers and distributors and by those 
sellers with sound sales policies who 
always accord all jobbers their low- 
est net prices. 

In the Purchasing Contract the 
consideration on the part of the sel- 


ler is definite. Briefly, the seller 
agrees that he will not sell to the 
jobber’s competitors at any time at 
a lower net cost for like quantity and 
quality than he charges the jobber, 
and that the seller will offer the job- 
ber whatever new materials the sel- 
ler develops, at a net cost equal to 
that offered to the jobber’s competi- 
tors. The jobber who insists upon 
these conditions and the seller who 
accepts them have entered into a 
voluntary agreement with no loss to 
themselves, that materially con- 
tributes to the stabilization of the 
market affected. 

The consideration on the part of 
the jébber is simple. The jobber 
agrees that if disclosed by him to the 
seller, he will accurately represent 
quality, prices, terms, etc., or other 
conditions of sale, and that the 
quantity to be purchased and deliv- 
eries required will also be accurately 
stated. If the jobber’s obligations 
as set-forth in the Purchasing Con- 
tract are violated the seller will have 
legal redress, the same as the jobber 
has if the seller violates his agree- 
ment. Here again the jobber, through 
a plain statement of facts, contributes 
to the stabilization of his field of 
distribution without loss to his com- 
pany. 

The Purchasing Contract will as- 
sist in stabilization during the two- 
year life of the Industrial Recovery 
Act. It will be even more valuable 
when this law expires and govern- 
ment supervision ceases. Then the 
Purchasing Contract can help main- 
tain the stabilization created under 
the protection of the Industrial Re- 
covery Act. 

The Purchasing Contract performs 
vital functions. It guarantees to the 
jobber that he is buying his materials 
as cheaply as his competitors. It 
places him in a position to control 
the price-cutting tactics of that small 
minority in the distributing field that 
destroys profits. Through this in- 
strument, jobbers can become an ef- 
fective force in the stabilization pro- 
gram, and can contribute in a large 
measure in preventing the necessity 
of permanent government supervision 
and thus avoid the placing of fur- 
ther heavy responsibilities on the 
President, who is already overbur- 
dened with tremendous problems. 
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Hardware Age by the 


Information regarding sources of supply as provided readers of 
ho Makes It? Editor is here represented as 
an aid to others in the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because of their gen- 
eral interest to hardware merchants and buyers. This editorial 
feature in each issue supplements the service rendered 4 the “Who 
Makes It?” issue published on Sept. 29, 1932 t 

firms mentioned, state that you saw the product listed in Hardware 
Age “Who Makes It?” section or issue. 


. When writing to the 











Satem, N. J.: Furnish names and ad- 
dresses of several manufacturers of 
small gas ovens for bakery use.—Chas. 
W. Casper. 

ANSWER: G. S. Blodgett Co., Bur- 
lington, Vt.; Perkins Baker Co., Sagi- 
naw, Mich., and Bauer Machine Co., 
Kansas City, Mo. 


* + * 


BETHLEHEM, Pa.: Who makes old 
style, goose neck, tailors irons? — 
Krause Hardware. 

ANSWER: Colebrookdale Iron Co., 
Boyertown, Pa., and Union Mfg. Co., 
Boyertown, Pa. 

* * * 


Manitowoc, Wis.: Who makes water 
coolers or fountains having bubbler at- 
tachments? Also bath tubs for camp 
and farm use.—J. J. Stangel Hardware 
Co. 

ANSWER: (1) Century Brass 
Works, 962 N. Illinois St., Belleville, 
Ill.; James B. Clow & Sons, Chicago, 
Ill., and Rundle-Spence Mfg. Co., Mil- 
waukee, Wis. (2) Bath Tubs, Folding: 
Gold Medal Folding Furniture Co., 
Racine, Wis.; Hodgman Rubber Co., 
Framingham, Mass.; Roberts Metallic 
Bath Tub Co., 734 Meldrum Ave., 
Detroit, Mich., and Robinson Cabinet 
Mfg. Co., Toledo, Ohio. Bath Tubs, 
Tin: Savory, Inc., 591 Ferry St., New- 
ark, N. J.; Dover Stamping & Mfg. Co., 
Cambridge, Mass.; E. J. McAller & Co., 
Philadelphia, Pa., and National Enamel- 
ing & Stamping Co., Milwaukee, Wis. 


* + 


WELLSVILLE, Onto: Where can we 
buy grates for a grate fireplace manu- 
factured by Bissell & Co., Pittsburgh, 
Pa.?—Faloon-Pilmer Hardware & Sup- 
ply Co. 

ANSWER: Graff Co., 945 Liberty 
Ave., Pittsburgh, Pa. 


* + 


Hackettstown, N. J.: Who makes 
turbine water wheels for power pur- 
poses, that will generate from five to 
ten horse power?—W. A. Hoffman. 

ANSWER: S. Morgan Smith Co., 
York, Pa.; P. S. Reeves & Co., 1415 
Catherine St., Philadelphia, Pa., and 
The Wolf Co., Chambersburg, Pa. 
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Gosuen, N. Y.: Who makes brass 
stencils about 12 inches high?—E. A. 
Hopkins & Son. 

ANSWER: New York Stencil Works, 
100 Nassau St., New York City; N. 
Stafford Co., 53 St. & Ist Ave., Brook- 
lyn, N. Y., and Hoggson & Pettis Mfg. 
Co., New Haven, Conn. 


* * 


Littte Rock, Arxk.: Furnish names 
and addresses of several manufacturers 
of woven wire with which to make bed 
springs.—Bracy Bros. Hardware Co. 

ANSWER: American Steel & Wire 
Co., 208 S. La Salle St., Chicago, IIl.; 
John D. Roebling Sons Co., Trenton, 
N. J.; Wickwire-Spencer Steel Co., 43 
East 42nd St., New York City, and 
Page Steel and Wire Co., Monessen, Pa. 


* + 


Duruam, N. C.: Who makes the 
Game, Jr., flat wick, oil stove?—-Um- 
stead Hardware Co. 

ANSWER: The Consolidated Iron- 
Steel Mfg. Co., Cleveland, Ohio. 


* & 


SavANNAH, Ga.: Furnish name and 
address of any New York importer of 
cedar faucets——White Hardware Co. 

ANSWER: Acme Cork Co., 899 Third 
Ave., New York City. 


* + 


BENNETT, Iowa: Where can we ob- 
tain repairs for a lard press made by 
the National Specialty Mfg. Co., Phila- 
delphia, Pa.?—W. F. Blair. 

ANSWER: Enterprise Mfg. Co., 
Third and Dauphin Sts., Philadelphia, 
Pa. 


* *& 


Upper Monrcriarr, N. J.: Who makes 
folding metal lunch boxes suitable for 
use by school children?—Smith’s Hard- 
ware, Inc. 

ANSWER: Blackwell-Wielandy Co.., 
1600 Locust St., St. Louis, Mo.; Ben S. 
Loeb Co., 19 W. 23rd St., New York 
City; American Can Co., New York 
Central Bldg., New York City, and 
Ennis Mfg. Co., Reading, Pa. 
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NEW 


MILFORD 
REZISTOR 


HACK SAW BLADES 


RED HARDNESS 
STEEL 


FAST CUTTING 
- 


HEAT & WEAR 


i ee ee 
POWER BLADES 


v 


A New Standard 
oe) a 1G 0), [o) ” > Aner 
SPEED and 
ENDURANCE 


Guaranteed to give 
lowest cost per cut 


Made also in 
DUPLEX 
the Easy Starting 
Blade 


THE HENRY G. THOMPSON 
lO) OOF 


NEW HAVEN, CONN. 


SL ERE AAAS I SA IED, AN IRIE BE 
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Coleman Portable Cook Stove 
Measures 21 in. by 94 in. by 9% in. 
yet is of ample size for two ordinary cook- 
ing utensils. Weighs 19 lb. and has the 
same Coleman Instant-Gas_ carburetor 
valve with safety lock, as is used on higher 
priced Coleman ranges. Suggested retail 
selling price, $9.90. Has removable fuel 
tank, which may be removed for filling 
without disturbing utensils on top of stove. 
Tank concealed on carrying rack in bot- 





tom of frame, where it is protected 
against damage and does not take up 
extra space. Rust resisting tank holds 7 
pints of fuel, enough for 12 to 15 hours’ 
service on both burners. Has durable. 
cast iron grates, two 3 in. cast iron burn- 
rs, heavy gage sheet steel frame, and is 
especially suitable for use in camps, cabins, 
summer cottages, kitchens, etc. The Cole- 
man Lamp & Stove Co., Wichita, Kan. 


Nesco Sprinkler Steel 
Display Rack Deal 

Rack displays one of each of six sizes 
of Nesco copper bearing galvanized 
sprinklers. Rack, overall measures 41 in. 
x 23 in. x 17% in. high. Weight, each, 
10 Ib. No. 1640 deal costs dealer $16.40, 
and has a suggested retail value of $24.70. 
Comprises rack, four No. 614 list 65c. each, 
four No. 616 list 70c. each, eight No. 618 
list 75c. each, eight No. 620 list 85c. each, 
four No. 622 list $1.00 each, and two No. 
626 list $1.25 each. Respective actual ca- 
pacities: 3%, 6, 8, 10, 12, and 16 qt. With 





brass rose cap. Of rust resisting and 
waler type construction. Dipped in molten 


zinc. Radiator filling attachment on 8-, 
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10-, 12- and 16-qt. sizes. Triple rolled 
bottom seam, panelled bottom, panelled 
spout placed low to permit complete 
draining of sprinkler and extra-heavy one- 
piece back handle with boss for com- 
fortable handling. Top handle attached to 
body by machine locking under seam of 
breast. Rounded hand-fitting top handle. 
National Enameling & Stamping Co., 270 
N. 12th St., Milwaukee, Wis. 





Gas or Electric Toaster 
Available In Some Estate Ranges 


This built-in toaster, available for gas 
or electric operation, may be had with the 
400 and 4000 series Estate ranges at ad- 
ditional cost. Three letter monogram of 
purchaser is placed above toaster. Series 
400 has completely automatic oven time 
and temperature control, including auto- 
matic oven lighting. Also available with- 
out time control and automatic oven light- 
ing. Adjustable legs. Ivory or white 
enamel with black enamel cooking top and 
chromium fittings. Other extras available, 
cooking top lamp and electric clock. Cabi- 
net type range, series 4000, has heavily 
insulated Estate Fresh Air Oven and 











Therm Estate Oven Heat Control. Top 
burners light at turn of a gas cock. Roomy 
utensil drawer equipped with condiment 
set and knife sharpener. Ivory or white 
enamel finish with chromium _ fittings. 
Extras include built-in toaster, cooking 
top lamp and electric clock. A-600 series 
ranges, table top, have heavily insulated 
Estate Fresh Air Oven, Therm Estate 
Oven Heat Control, cooking top cover, 
top burners lighting at turn of gas cock, 
two roomy utensil drawers. Ivory enamel 
with green trim or all ivory finish. Black 
enamel cooking top with chromium bead- 
ing. Extras; cooking top lamp and elec- 
tric clock. The Estate Stove Co., Ham- 
ilton, Ohio. 


Goodrich Garden Hose Folders 


Three attractive folders on garden hose 
have been made available, describing Good- 
rich rubber garden hose. Two are for con- 
sumers, one titled, “Rain by Appointment, 
The Time for Flowers to Drink Is When 
They’re Thirsty” on the Maxecon garden 
hose and the other on garden club hose is 
titled, “Even Though It Isn’t Leap Year, 
I'll Give Flowers to My Husband.” The 
third piece is for dealers, outlining free 
spring selling helps on garden hose in- 
cluding window posters, display stands and 
free folders. The B. F. Goodrich Rubber 
Co., Akron, Ohio. 


**Yard-Man”’ Silent 
Lawnmower 


Has no gears, using a “V” belt drive 
which is noiseless, positive, and prac- 
tically indestructible. Reel shaft runs 
upon highest type dust-shielded annular 
ball bearings while wheel shaft has Hyatt 
Quiet Roller Bearings. To insure good 
work on uneven ground the reel is set 
back close to the rear roller or depth 
gage. Extra heavy, rigidly ribbed, semi- 
steel cutter bar carries both roller and 
cutter blade. All small parts together 
with reel and cutter bar are rust-proofed 
by cadmium plating. Tubular cross bar 





has flanged ends. Cutter bar adjustment 
located outside frame where it is easily 
accessible. Has five 18-inch blades of spe- 
cially selected steel, heat-treated to retain 
and keep a sharp cutting edge used in 
the reel. Rubber tires on two 9-inch trac- 
tion wheelse Light weight, belt drive, 
anti-friction bearings and short roller 
make this mower easy to operate. Cut- 
ter bar is adjusted with a wrench only, 
no screws being used. Suggested retail 
selling price $15.50 to $16.50. “Yard- 
Man,” Inc., Wildwood and Fern Aves., 
Jackson, Mich. 





Savage Bolt Action Repeating Rifle Mode! No. 4 


A .22 calibre rifle for any high speed or 
regular cartridge. Has a 24 in. tapered 
round barrel, tested accuracy with crowned 
muzzle for .22 L.R., .22 L or .22 S. reg- 
ular or high speed cartridges, take down, 


American walnut stock, steel butt plate. 
Sights, gold bead front and sporting rear 
with elevation adjustment. Receiver 
drilled and tapped for No. 55 Lyman re- 
ceiver sight. Weighs about 5'4 lb. Packed 





five shot detachable clip magazine. Ac- 
tion, all parts finely polished, self cocking, 
bolt action with independent safety. Chro- 
mium plated bolt and trigger. Full size 
stock, oval military style, full pistol grip, 
checkered forearm with finger grooves. 


(Other new items on page 62) 


10 in a case, weight about 70 Ib. Dealer 
cost, $8.85, Federal Excise Tax included. 
Suggested retail selling price is $11.50, tax 
included. Dealer cost of extra magazines 
is 50c., suggested retail selling price is 
65c. each. Savage Arms Corp., Utica, N. Y. 
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SPRING HINGES 

lity Pl 
Wreaayi\aa eee rae 
Malleable lron 


\ FITTINGS 4 


In the ‘‘Relax’’ Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
action release feature. 


Dealers will find that it 
pays to sell the ‘‘Relax”’ 





Devlin Malleable Iron Fittings, in aa ” b efi d 
Black and Galvanized, are made by Tyee uh ecause satisfied cus- 
the Air Furnace Method. This pro- Spring Pivot-Hinge ¢gmers are a valuable as- 
duces the finest, cleanest and strong- 4 
est fittings—high quality that costs set and better profits can be realized on 
no more than ordinary. Made also in : : : 
Gray Iron and Brass. Sold by the this Quality Hinge than on a cheaper 
carton and in bulk. substitute. 

ane ase ee oe Send for New Catalogue H 47. 
Burlington New Jersey 


Chicago Spring Hingy Company. 
CHICAGO NEW YORK 
U. S. A. 


iw o fret, 
fittings nipples 


Ask your 
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Keystone Copper Steel Sheets 
In Hardware and Supply Trades 


Use sheets of recognized reputation and 
value. For roofing, siding, gutters, spout- 
ing, air conditioning systems, and gen- 
eral sheet metal work—Keystone Copper 
Steel gives maximum rust resistance. 

Insist upon AMERICAN Black Sheets, 
Keystone Rust Resisting Copper Steel 
Sheets, Apollo Best Bloom Galvanized 
Sheets, Galvannealed Sheets, Heavy-Coated Galvanized Sheets, Formed 
Roofing and Siding Products, Terne Plates, etc. Write for information. 


This Company also manufactures U S S STAINLESS and Heat Resisting Steel Sheets 
and Light Plates for all uses to which these products are adapted. 


Cc L E | S 0 | B R 0 S “> | N Cc vi AMERICAN SHEET AND TIN PLATE COMPANY, Pitehargh, 


MIDDLETOWN, NEW YORK Fe ane Si Gao) 
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“QOval-O” Hose Washers 
Are of Oval Shape 


Which changes to round shape when in- 
serted. The maker states that they are 
of special non-sticking compound and that 
the tension exerted by the rubber on the 
wall of the coupling causes them to fit 
snugly and to stay “put.” Ten “Oval-O” 
washers on a green card, as_ illustrated. 
Suggested retail selling price 10c. per card. 
Dealer cost 72c. per dozen cards, less 10 
per cent for gross orders. Merit Products, 
117-11 164th St., Jamaica, N. Y. 


Ovat-O 


HOSE WASHERS 


ike 





We're different, BE TTet se don't 
dbetvle round hose washers 
We change trom oval to round to n the 


hose coupling —and stay there —TIGH I 


Our Special Long - Lite 


Compound outlasts 
ommon cubber about 
Three-to-One 
We will save vou time 
trouble and money 
7 
“OVAL-OK’ 


A“Merit” Product 











‘“‘Lawn Master” Sprinkles 
Square Lawn Areas 


Allowing sprinkling corners of a lawn 
without wetting the walks. As the water 
never rises above one ft. from the ground, 
but travels parallel to the ground, it is 
unaffected by wind. With a pressure of 
40 lb. through a %-in. hose it has an ex- 
treme throw of 15 ft. to a side. Head of 





unit is of brass and base is casting. Wide 
base, preventing tipping, has two runners 
that slide over the lawn. There are no 
moving parts. Suggested retail selling 
$1.25 gives the dealer a 42 per cent profit. 
Display cards, circulars and national ad- 
vertising campaign to help dealers. Na- 
tional Brass Co., Grand Rapids, Mich. 





Putty Knife, Paint Scraper and 
Glazing Tool Combination 
King-Kraft brand, has an offset feature 
and design, for enabling easy cleaning out 
of paint, putty and color cans of any 
type. Said to enable cleaning out cans 
without loss of contents and to protect 
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worker’s hands. May be used to speed 
removal of old putty or old or blistered 
paint, as well as for cleaning old wall- 
paper from walls. Of finest grade crucible 
steel, properly tempered and _ treated. 
When used in corners workman’s hand is 
spaced away from work, thereby protect- 
ing his knuckles. List prices: 10c., 15c., 
25c., 50c., and 75c. Dealer cost, per 
dozen, 80c., $1.20, $2.00, $4.00, and $6.00, 
respectively. Sand’s Level & Tool Co., 
8631 Gratiot Ave., Detroit, Mich. 





Hoppe Issues Instructions 
On Care of Guns 


Two sheets will be issued for owners of 
guns. One entitled “The Correct Way to 
Clean Your Shotgun” points out that the 
gun must be kept clean in the proper man- 
ner if good results are expected. In ad- 
dition to general information and instruc- 
tion the pamphlet tells how Hoppe’s Nitro 
Powder Solvent No. 9 and Hoppe’s Lubri- 
cating Oil are used in cleaning and taking 
care of a shotgun. The other sheet headed 
“Other Things Beside Rust Make Gun 
Cleaning. Necessary” gives interesting in- 
formation on the proper cleaning of rifles 
and shotguns and tells what the Hoppe or- 
ganization offers for doing these things. 
Frank A. Hoppe, Inc., 2314 N. 8th St., 
Philadelphia, Pa. 


Nine-Life Brush Cleaner 
Packed in the attractive display carton 


illustrated. Suggested retail selling price 
10c for three ounce package. For clean- 


; Gintes 


et 
y 





ing dried-up and hard paint brushes. One 
package will clean three ordinary size 
paint brushes. The Cleveland Cleaner & 
Paste Co., Cleveland, Ohio. 


Nesco Electric Roaster Will 
Accommodate a 6 lb. Chicken 


Due to a typographical error it was stated 
in some copies of the May 25 issue of Harp- 
ware AGE on page 52 that the Nesco Elec- 
tric Roaster would accommodate a 60-lb. 
chicken. The roaster will accommodate a 
6-lb. chicken, which information was cor- 
rectly given in most copies of that issue. 
The roaster is made by the National Enam- 
eling & Stamping Co., 270 N. 12th St., Mil- 
waukee, Wis. 


Coleman Lamp & Stove Issues 
Sales Booklet On Irons 


Titled, “How to Sell Automatic Irons 
and Why It Pays to Sell Them,” this book- 
let is condensed information used in talks 
made by Ralph Carney, field sales pro- 
motion manager for the Coleman company, 
before various hardware dealer conven- 
tions. In addition to telling the best ways 
of selling automatic irons the booklet 
points out that, “quality alone won’t do” 
and urges the selling of a “different” iron. 
Advantages of the 1000 watt iron are given 
as well as the use of the light weight iron. 
Descriptive material is given on the Cole- 
man automatic irons. Coleman automatic 
coffee makers, toast ovens and waffle irons 
are also given attention. Copies available 
to dealers, their salesmen and to hardware 
wholesalers for their sales force. The 
Coleman Lamp & Stove Co., Wichita, Kan. 





“Automatic Sprinkler” 


Easily manipulated, enabling spray to be 
directed by swinging the lever back and 
forth for over head and other desired posi- 
tions. Made of malleable iron castings. 





Stands approximately one-foot high and 
weighs two-and-a-half pounds. Suggested 
retail selling price, $1.00. Automatic Rub- 
ber Co., Columbia, S. C. 





Sunbeam Airmaster Fan 


A ten-inch model of oscillating type. 
Special features include: 12-inch air dis- 
placement, noiseless operation, low current 
consumption, and a base adjustment per- 
mittting tilting to any angle desired. Said 
not to cause radio interference. Blades 
chromium plated, specially shaped to in- 





sure greater agitation and efficiency. Base 
and guard designed to give maximum safe- 
ty. Suggested retail selling price, $12.50, 
west of Denver, $12.95. Chicago Flexible 
Shaft Co., Roosevelt Rd. and Central Ave., 
Chicago, Tl. 
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Best value you have 
ever seen in a REAL 
FIRE EXTINGUISHER 
SELLS for $2.50 


“Do you have any fire ex- 
tinguisher in your home or 
around your garage or car, 
Mr, Jones?” “Well no, can’t 


AOA CHS Hak) 


ally cost considerable and I 
just never got one.” 

There are many Mr. Joneses 
among your customers who 
will be interested in the de- 
pendable Dietz Volunteer at 
$2.50. 


brass. Holds one pint ap- 
proved Dietz Fluid. RE- 
FILLABLE. Projects stream 
20 feet. Effective on oil, gas 
and electric fires. Fluid does 
not injure rugs, furniture or 
curtains. 

Stock through your Jobber. 
Display Card and Counter 
Circulars in each Carton of 


Six. 


R. E. DIETZ COMPANY 
NEW YORK 


Makers of Lanterns for the World 
—Founded 1840. Output Distrib- 








On Do 
Order mm and Chain Stores. 














HARDWARE 
CLOTH 
MADE FROM 
COPPER 

BEARING 
STEEL 


You can sell Superior 
Brand with the assur- 
ance that every roll is 
made from Standard 


size wire 





























G. F. WRIGHT STEEL & 
WIRE CO. 


Worcester, Mass. 


POULTRY NETTING — WIRE 
CLOTH—CHAIN LINK FENCE 
AND GATES -- WIRE 
CLOTHES LINES — WIRE 
LATH 
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new Door yt: ory wr 


For All Screen and Storm Doors 





Patent 


Made ia 
Pending U.S.A. 


Neat in Appearance, Bronze Finish, 514” Overall 


LOOKS and ACTS like a*2°°NTEM 


NO ADJUSTMENT NECESSARY 


Tension of ordinary screen door spring 
regulates closing action. 


Packed in individual cartons, $3.75 
1 dozen in box, at ........ 


Price slightly higher in extreme western states. 
Counter display door furnished without charge 


Season is Here - Order Now 
The BOYE NEEDLE COMPANY 


4343 Ravenswood Avenue CHICAGO 
MAKERS OF STAINLESS STEEL KITCHENWARE, HOUSEHOLD SPECIALTIES 










FORSTNER 


Labor Saving 


AUGER BIT 











Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, 
scalloping, fancy scroll twist columns, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


screen work, 
newels, 
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Maydole D.M.T. “Stillson 
Type” Pipe Wrench 


Are made with wooden handles in 8, 10 
and 14 in. sizes, and with steel handles 
in 8, 10, 14, 18 and 24 in. sizes. The 

















manufacturer states that these wrenches 
are heat treated by the same methods em- 
ployed in the manufacture of Maydole 
hammers. Parts not polished are finished 
with Maydole rust-proof finish. The David 
Maydole Tool Corp., Norwich, N. Y. 





Beaver Tubing Cutter and 
Square End Sawing Vise 

Wheel cutter for copper tubing, % to 
*%4 in. sizes is said to produce clean square 
ends without crushing. A precision made 
tool of convenient design. Beaver Square 





End Sawing Vise for % to 2 in. tubing 
is a combination vise and saw guide for 
cutting square ends on thin-wall tubing. 
The maker states that it will not mar or 
crush. Of aluminum with steel inserts. 
For use with hack saw. The Borden Co., 
Warren, Ohio. 


National Carbon Leaflet 
Describes Game Using Flashlight 


This new game played at night with 
flashlights by boys and girls from about 
six to sixteen first made its appearance 
recently in a New York suburb. The com- 
pany has issued the leaflet to promote this 
game among children all over the country 
as a stimulus to flashlight and battery sales 
among children. Of the new game the 
National Carbon Co. says it is “more ex- 
citing than most children’s games and com- 
bines the additional lure of employing a 


62 


flashlight as an essential part of the game.” 
Leaflets describing the game available to 
dealers for free distribution. National Car- 
bon Co., Inc., 30 E. 42nd St., New York 
City. 


Goodell Pratt No. 300 Small 
Serew Driver Card 


Attractively printed in red and _ black 
on aluminum coated stock, holds two screw 
drivers, one with 1% in. blade the other 
with 2% in. blade. Birch handles, well 
turned, finished in red and black lacquer. 
fitted with nickel plated ferrule. Blades 










Ne. 300 


Two 


IO’ 


mare oo a Br. 
metent 4008 ComPANY 

















of good steck with well shaped bits and 
squared shanks to prevent turning in the 
handle. Blades white nickeled. Card di- 
mensions, 344 by 5% in. Suggested re- 
tail selling price 10c. Packed two dozen 
in a box, weight 134 lb. Millers Falls 
Co., Greenfield, Mass. 


Burgess Battery Offers 
Fishing Tackle Display 

For hardware stores that sell a com- 
plete line of tackle. Developed for the 
purpose of displaying fishing tackle along 
with flashlight batteries and flashlights. 
This attractive display card No. 3315, meas- 


u/ C AUG a 


complete line of « : x ee 
~ FISHING neecs ale 






‘BURGE 
FLASHLIGHTS 
and BATTERIES 





uring 36 inches high and 23 inches wide 
furnished free upon request, for use as 
center piece for fishing tackle window dis- 
plays. Shows a big black bass and a 
speckled brook trout, reproduced in full 
color. Burgess Battery Co., Freeport, IIl. 





Porto-Grill For 
Outdoor Cooking 


Has a fire box which may be packed 
before starting on a trip with enough char- 
coal to give a steady concentrated heat 
for 45 minutes. As it is lifted from its 
container the box legs swing down into 
place, the unit then standing 10 in. high. 
Although built especially for broiling pur- 
poses it is equally efficient for other forms 
of cooking. Grill plate, 8 in. x 18% in. 
is large enough to hold two frying pans 
or kettles. For broiling, meat is laid di- 
rectly on grill plate. Fits olive green 
steel case, measuring 21] in. x 9 in. x 4 in. 
Has three hinges, two substantial clasps 
and handle. Packed 30 Ibs. Top 
grill is removable for cleaning. Unit may 
also be used inside of tent, bungalow, 
etc. Suggested retail selling price, $6.00, 
completer Individually packed in straw- 
board cartons. Elkhart Iron Works, Elk- 
hart, Ind. 


Van Self Cleaning 
Safety Rake 


Backward motion causes the teeth to lay 
flat on the ground and leaves and refuse 
caught on teeth are brushed off. When not 
in use teeth are folded up on same plane as 
handle, preventing their being stepped on. 
Locking device designed so that moving 
parts are locked in rigid position for use 
in garden. Teeth of rounded design with 
rounded point, for protection of lawn. 
Made of all rolled pressed steel material. 
Broken teeth may be easily replaced. Has 


5/16 in. steel bails, 20 gage steel ferrule, 
3/16 round steel teeth, % in. steel barrel 
and 1% in. ash wood handle. Three sizes, 
17% in., 16 in. and 14 in wide. Rigid rakes 
offered in 14 in. and 18 in. widths with all 
features of self cleaning rake, except that 
they are of rigid design. Sundstrom 
Pressed Steel Co., 8030 S. Chicago Ave., 
Chicago, Ill. 
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And they know that HOPPE’S No. 9 is 
the recognized cleaning preparation 
which removes leading, metal fouling and 
powder residue, and PREVENTS RUST 
at all times. 


1 and 3 oz. cans 


rifles or shotguns, to give to your customers. 


2314-H North Eighth Street 


Sportsmen Everywhere Now Realize That 
Rifles and Shotguns Must Be Cleaned 


Dealers who show HOPPE’S No. 9 in 
our small counter displays, holding one 
dozen 2-ounce bottles, are making con- 
tinuous sales. 
you promptly. 


HOPPE’S LUBRICATING OlL—the oil that won’t gum is best for the moving parts of all 
firearms, fishing reels and for every purpose where a very penetrating oil is needed. In 


Sales Helps for Deaiers—Write for a supply of our Gun Cleaning Guides, or circular instructions for cleaning 


FRANK A. HOPPE, 


Your Jobber will supply 


Inc. 





Philadelphia, Pa. 


Ed. W. Simon Co., Inc., 302 Broadway, New York City. H. L. Bowlds, Mason Theatre Building, Los Angeles, Calif. 








A Sturdy Wrench ,;- 
Releasing rusty, tightly set nuts and Ba 


firmly secured pipe connections re- MARK 
quires a sturdy combination wrench 
with great gripping power. The 


B. & C. Combination Wrench 


is just such a tool. It has the grip, the power, 
the strength and the leverage to handle both 
PIPE work and NUT work at a real saving in time 
and labor. A steady profitable seller. Sizes— 
8 to 18 ins. 





Ask your Jobber. 


BEMIS & CALL CO. 


Springfield Mass. 


R CONDENSED 
Sine some DECTOR Mune 











e MARBELITE SIGNS ¢ 


The Most Popular Selling Line 


White with Black Sunken Letters 
Size 2% x 10 inches 


57 Varieties 


CLADIES 4 


Marbelite Signs, Letters and Numbers 
are made of special composition (not 
metal) and will stand all sorts of 
weather. Will not chip, crack, rust 
or tarnish. If dirty, a damp cloth is 
all that is required to restore them to 
their original brightness. 


$1.50 and $3.00 per dozen 


Postage allowed on orders of 3 dozen. 
Packed in individual cellophane 
envelopes. 





Write for catalogue 


THE MARBELITE CO. 


89-91 Warren St., New York City, N. Y. 











Bomumer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 





Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N. Y. 


For Apartment House Roofs 


The Hill Roof Dryer fits any slope of roof and may be 
securely locked to roof. Same type of removable reel as 

—————_ used on fa- 
mous Hill 
champion model. 
Reel folds up com- 
pactly—cannot be blown 
off. Finished very attractively. 












per Popular seller for apartment 
" per houses. No. 1—100 ft. line. 
A ry No. 2—115 ft. line. Send for 
Ps Booklet which shows complete 
astens 

securely ine. 

th HILL Clothes Dryer Co., Inc. 


Worcester, tte 


New York Distributor 


+ H. Kornahrens, Inc. 








Good Management 


is merely the transmission of 
the intentions and purposes 
of the management through 
the staff to the customers. 











Showing Window Showing Window 
Closed. oO 


Manufacturers of pen. 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 
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Diamond Plier 








Diamalloy Wrench 











DIAMOND TOOLS 


The Diamalloy feather- 
weight adjustable 
wrench is made from a 
special high grade alloy 
steel o remarkable 
strength. Thin and light 
yet withstands severest 
strains. 


Diamond pliers are 
made n thin nose 
(straight or bent) as 
well as regular pat- 
terns. High grade tool 
steel, drop-forged, 
makes them strong and 
chip-proof. 


Write for information. 


DIAMOND CALK HORSESHOE COMPANY 
4622 Grand Ave. Duluth, Minnesota 














Sand’s New Patented 


KING-KRAFT Putty Knife 


Cleans thoroughly paint containers with offset 
edge. Speeds removal of old putty, paint and 
wall paper. Spreads putty rapidly. Offset 
protects hands. Cleans ink and food con- 
tainers. Quick, profitable, seller for many uses. 


Sand’s New Economy KING-KRAFT 
Patented Paring Knife 


Offset edge cleans entire contents of food con- 
tainers without injury to hands, also handy 
for chopping up meats, vegetables and fruits. 
Double edge. Stainless steel. Offset point 
removes potato eyes, apple spots, ete. Rounded 
edge for pie making. Your jobber will 
supply you. 


SAND’S LEVEL & TOOL CO. 
8629-37 Gratiot Ave. Detroit, Mich. 
Sand’s Levels Tell the Truth 














MOLDED RUBBER GOODS 
- & Lp) &> 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 


© um ay ¥ 






































To completely satisty your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 


the red, white and blue surface markers in *4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 














WATERPROOFED - GUARANTEED 
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Greenfield’s “O.K.” Jr. Screw Plates 


To meet the demand in the low-priced screw plate field; consists 
of 20 different sets of commonly used taps and dies, etc., in size 
ranges 4-36 to 12-24 machine screw and % in. to % in. fractional. 





One of the most popular sets in the line is the No. 3100 automobile 
set containing 11 cutting sizes %4 in. to % in. NC and NF threads 
and % in. pipe size. This set lists at $7.50. B5 set, illustrated, 
lists at $4.00. Greenfield Tap and Die Corp., Greenfield, Mass. 





American Chain Co. Pot Cleaner 


Of light wire chain, coppered finish, attached to a wooden knob 
that is painted an attractive green. Does not scratch and may be 





used under water, as the slight residue of grease that usually clings 
to the metal keeps it from rusting. Packed in cartons of 12. 
American Chain Co., Inc., Bridgeport, Conn. 


Household Sprayer 


Of attractive appearance, has container of glass with fluted sides. 
Helds four ounces. Pump lithographed in three colors. Suggested 





retail selling price, 15c. H. D. Hudson Mfg. Co., 589 E. Illinois 
St., Chicago, IIl. 


Bridgeport Brass Issues “Duronze Alloys’ Booklet 


Contains 24 pages of information on the physical properties and 
applications of three high strength Silicon Bronzes sold under the 
trade name of Duronze Alloys. Illustrations are also included in 
the booklet. The first of the Duronze Alloys has given service in 
the electrified railway field for the past 10 years, while the 
Duronze II is especially recommended for making hot water stor- 
age tanks, range boilers, flues and ducts, as well as for making hot 
forged bolts, etc. Duronze III possesses great hardness plus high 
strength and is recommended by the company for boat shafting, 
pump rod, high strength screw machine parts and hot forgings. 
Bridgeport Brass Co., Bridgeport, Conn. 
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We are Headquarters for Poultry Leg Bands and 
Markers. Millions sold each year, and a profitable 
line for the dealer. Write for samples and prices. 


HOEFT & COMPANY, Inc. 


2305 Davis Street North Chicago, Illinois 








STAINLESS 
ENAMELED WARE 


SEE OUR DISPLAY 
AT THE 


WORLD'S FAIR 
CHICAGO 


GENERAL EXHIBITS BLDG. 
= South Wing, Second Floor 
THE BON MARCHE ¥ 

Coffee Maker 

UNITED STATES STAMPING CO. 


QUALITY ENAMELED WARE MOUNDSVILLE, W. VA. 





Are You Going to the 
WORLD’S F AIR? 


Be sure to see the Du 
Charme exhibit in the 
model modern store dis- 
play of the Chicago Retail 
Hardware Asso. at_ the 
Merchandise Mart. Don’t 
miss it—you’ll be repaid 
in sales results. 










DUCHARME PRODUCTS, INC. 


619 Western Reserve Bidg., Cleveland, 0. 
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Non-Friction Floating 


; ed Shield’ HIG ae ED 


DRILLS 


THE STANDARD TOOL (0 


CLEVELAND 


NEW YORK CHICAGO 






































GFAIN TAPES— 
RULES and TOOLS 
@. 3 


Best quality prod- 






ucts for every meas- 


uring requirement. 


THE [UFHIN foULE £0. 
SAGINAW, MICHIGAN 


106 Lafayette St., New York City 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
"There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 





JULY 6, 1933 












STANDARD ji: 


Known everywhere by name 
and recognized as the stand- 
ard friction tape of the coun- 
try—Bull Dog Friction Tape. 
Nationally advertised. 1, 

2, 4 and 8 ounce rolls. 
In full color cartons 
packed in full color dis- 
play containers. 


BULL DOG 


FRICTION i . rm = zZ : 
TAPE fafa tinea” vase | y: 
BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 


IT’S TIME 
TO GET 


UP! 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “‘Classified Opportunities Section” to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Business Opportunities,” ‘Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 


Each additional word ........... .06 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word ..... eececce 08 


Allow Seven Words for Keyed Address. 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


Thursday. Forms close Nine Days previous 


BOXED DISPLAY RATES 
1 inch ° eee ee 85.00 
Each additional inch ...........+-+- 4.00 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Positions Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published every other 








to date of publication. 





Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 








BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 








WANTED: TO PURCHASE GOING RE- 
TAIL HARDWARE BUSINESS within a radius 
of forty miles of New York City, preferably 
Westchester County State full details including 
price income, length of lease, cash required, etc. 
Address Box B-172, care of Harpware AGE, 
New York City 


OLD ESTABLISHED HARDWARE STORE 
for sale. Located in Hudson valley town, 125 
miles to N. Y. City On main street. Complete 
line hardware and builders’ supplies, sporting 
goods and fishing tackle, paints, stoves, fully 
equipped plumbing shop. Inventory about $9,000. 
No reasonable offer refused. Sell or rent three- 
story brick building. Adress Box B-171, care 
Harpware Ace, New York City. 











SALES REPRESENTATIVES WANTED 


AGGRESSIVE EASTERN PAINT MANU- 
FACTURER, expanding its sales activities, de- 
sires representatives, commission basis, for vari- 
ous territories in Eastern portion of the United 
States, and including New England and the 
South. Complete line including—Roof Coating, 
Cements, Putties, Waxes, etc. Reply in confi- 
dence with full details of experience, territory 
covered, and classes of trade with which you are 
familiar. Address Box B-164, care of HARDWARE 
Ace, New York City. 


NATIONALLY KNOWN MANUFACTURER 
of popular-priced carpet sweepers requires addi- 
tional sales representatives in various territories 
throughout the country. Must be acquainted with 
buyers in department store and wholesale hard- 
ware trades. Liberal Commission basis. Give 
full references and particulars in first letter. Ad 
dress Box B-153, care of HarpwAre Acer, New 
York City. 








SALESMEN CALLING ON JOBBERS AND 
RETAILERS, new patent window ventilating 
lock, retails 10¢ and 15¢, the least expensive 
among the better locks, is a good selling article 
and offers good opportunity for salesmen. _ Ail 
territories open. Address Acme Window Ven 
tilating Lock Co., 2241 W. Division St., Chicago. 
Tilinois. 


SALESMEN TO SELL A CONCISE LINE 
of fifteen numbers of popular and outstanding 
values of Paint Brushes. Liberal commissions. 
This is a real opportunity to earn some extra 
money as a side line or main line. Address 
— B-173, care of HArpware Ace, New York 
ity. 


WE HAVE SOME WONDERFUL TERRI 
TORY open for Soldax for salesmen as a side 
line. This product has been well introduced all 
over. Do not reply unless you have an established 
clientele. Must be able to furnish security. 
Also want men calling on factories. Address, 
The Soldax Company. Hoosick Falls, N. Y 








SALES ACCOUNTS WANTED 


ESTABLISHED MANUFACTURER’S REP- 
RESENTATIVE calling on the jobbing trade in 
southern falf of Ohio, part of Indiana and 
Kentucky, needs a cutlery line, household depart- 
ment line, brass goods line and sporting goods 
line. I cover territory at regular intervals by 
automobile. Address Box B-170, care of HARDWARE 
Ace, New York City 
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WANTED FOR WISCONSIN, 
ILLINOIS, INDIANA AND 
MICHIGAN by aggressive sales 
organization specialty lines for re- 
tail, wholesale hardware and de- 
partment store trade. A 1 Credit; 
warehousing facilities; will carry 
accounts and do billing when nec- 
essary. Unquestionable reference. 


Address Box 7504-A 


HARDWARE AGE 
802 Otis Bldg., Chicago, Ill. 

















SALESMAN WITH OWN CAR, now repre- 
senting nationally known cutlery line, open for 
additional line on commission basis, suitable for 
hardware, barber and beauty supply dealers in 
New York territory. Address Box B-168, care of 
Harpware AGE, New York City. 





WANTED DIRECT FROM MANUFAC. 
TURERS AND IMPORTERS lines for sale to 
hardware jobbers and large dealers, department 
stores, furniture stores. Twenty-five years’ ex- 
perience, well acquainted with trade, best of 
references. Address H. M. Stone, 806 Branard 
Street, Houston, Texas. 








HELP WANTED 





EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We need young men of 
intelligence, training and experience to fill these 
positions. No registration fee required. No 
charge unless placed. 

ASSOCIATED PLACEMENT BUREAU 

West 42nd Street 
New York City 








POSITIONS WANTED 





EXPERIENCED HARDWARE _ PERSON- 
NEL with many years of training in the hard- 
ware and allied industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only employment agency 
that specializes in the hardware industry. If we 
can help you in any way, please do not hesitate 
to call upon us. e charge you nothing for this 
service. 
ASSOCIATED PLACEMENT BUREAU 
West 42nd Street 

New York City Wisconsin 7-1802—1803 





HARDWARE MAN WITH 16 YEARS’ 
EXPERIENCE in general hardware, plumbing, 
electrical, farm machinery, hot air heating systems 
and outside selling. Age 38, married and have 
family. Will locate anywhere where livable 
salary is offered. Best of references. Address 
a B-174, care of Harpware Act, New York 

Ity. 





POSITIONS WANTED 





SERVICE AVAILABLE OF AN EXPERI- 
ENCED HARDWARE SALESMAN. __ Sixteen 
years retail buyer and store manager. Five years 
iraveling the states of New England, New York, 
New Jersey, for the largest manufacturer of its 
kind in the United States. At present head of 
sales organization. Honest, ambitious, indus- 
trious. Pleasing personality. Age 43. Christian. 
Road job in East preferred. Best of references. 
Address Box B-176, care of Harpware AGE, 
New York City. 


SITUATION WANTED. Christian, age 38, 
inside-outside salesman, collector. _ Sixteen years 
experience clerking, buying, marking goods, gen- 
eral hardware, plumbing supplies, chinaware, 
household furnishings, toys, stoves of any type, 
cream separator. Implement repair expert, gas 
appliance fitter, estimator. Also traveled on road 
seven years for large stove factory. References 
furnished. Address George T. Marshall, Easton, 
Mo. 


SALES OR GENERAL EXECUTIVE with 
unbroken record of real achievements, now avail- 
able. Background of university, actual selling of 
steel and hardware products, successful sales 
manager, and well-rounded ability to do things 
and do them well. At present seeking permanent 
connection with well-established industry requiring 
new methods. vision and sound judgment. 
dress Box B-131, care of Harpware Acz, New 
York City. 





SEASONED EXECUTIVE, JONG AND 
VARIED EXPERIENCE as buyer and manager 
covering shelf and heavy hardware, mill and mine 
supplies, lumber and building _ material, both 
jobbing and retail, seeks connection with jobber 
or large retailer cr as_ traveling salesman for 
manufacturer. Wide acquaintance in South. 
Address Box “B-175, care of Harpware AGF, 
New York City. 


YOUNG GIRL. age 21, wishes position in 
hardware store. Has 3 years’ experience in office 
and general clerking work. A_graduate of High 
School and Business College. Can give A-1 refer- 
ences as to character and ability in this work. 
More for job than wages to start. Must have 
work at once. Address Miss Dorothy Remund, 
Waseca, Minnesota, R R 3. 





gy ogee ee. Sovtgoue un old. 
single, sober and industrious, thoroughly experi- 
enced in retail and wholesale hardware, desires a 
position with reliable retail store as manager or 
salesman where ability and work will be ap- 
preciated. Can furnish best_ references. go 
anywhere—middle West or South preferred. Ad- 
dress Box B-69, care of Harpware Acer, New 
York City. 





SALESMAN DESIRES POSITION SELL- 
ING TO Illinois retail hardware and department 
store trade. Cover state thoroughly except Chi- 
cago, making all towns large and small. Have 
sold this trade for years. Am well established 
and have the dealers’ confidence. Am reliable and 
have a reputation of being an able salesman. 
Address Box B-116, care of Harpware Ace, New 
York City. 


HARDWARE AGE 
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THE ADVERTISERS INDEX its published as @ Fag men and not as @ part of the advertising contract. 


o allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 





CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





EX-JOBBER’S SALESMAN ORGANIZING 
a direct factory sales agency out of Boston for 
New England trade wishes to contact factories 
desiring representation in that territory. Hard- 
ware, House Furnishings, Cutlery, Sporting Goods. 
Toy or Electrical lines wanted. Experienced and 
Address Box B-169, | City. 
care of Harpware Ace, New York City. 


capable. A-1 references. 


BUILDER’S HARDWARE MAN with long 
experience in New York, familiar with plans, 
specifications and details, would like to connect 
with house selling builder’s hardware. Address 
Box B-158, care of HArpware Acer, New York 








EXPERIENCED SALESMAN WITH’ ES 
TABLISHED FOLLOWING among_ hardware 
and _house-furnishing jobbers and department 
stores in Metropolitan district desires connection 
with manufacturer of line salable to those out- 
lets. Address Box B-161, care of Harpware AGF, 
New York City. 








such window 
are always on 





Do you realize that no one factor will 
draw people to your store like attractive 
window displays of seasonable merchandise? 


Hardware Age is continually reproducing 


HARDWARE ACE, 


Good Window Displays«««««««« «x «en «eee 


sales force. 


displays—its representatives 


the lookout for new ideas. trade. 


And many dealers who require their own 
copy of Hardware Age find it highly profit- 
able to subscribe to extra copies for their 


The cost, $1.00 per year, is returned over 
and over in better windows and increased 


239 West 39th Street, 


New York City 








1933 


JULY 6, 
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a 
From Nature to You 
via 
SALLEE BROTHERS 


Good strong handles from good Arkansas hickory. 


SALLEE BROTHERS 


Hickory Handle Manufacturers 


Pocahontas, Ark. 


“From treadmill to modern plant production” 


Sl 





BRUSH-NU COMPANY ; 


GE 


BALTIMORE MARYLAND ‘ 

















Genuine Sandvik 













Together with the OBERG FILES combine the 


necessary features of durability and fast cutting. 
From Your Jobber or Write: 


SANDVIK SAW & TOOL CORPORATION 


740 Washington Ave., North 109 Lafayette St. 
Minneapolis, Minn. New York, N. Y. 








LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 





WOOD BORING TOO 


Sole Manufacturers of the 
Genuine Irwin Bit Since 1885 








The Irwin Auger Bit C sompany 
Wilming rion, Ohio 








Steel Brick and Mortar Hods 


=< 


158 0 ete dew No. 162 Brick, 
see xz 11%" deep 22”x10"x7” deep. 
Have been used - years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 
Made by 
CLEVELAND WIRE SPRING CO. 





for DIL STOVES-HANGE BURNERS 


AN attractive, fast-moving 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT CONN. 









- Ray bealoo 











THE 
BE. 38th St. and Hamilton Ave. Cleveland, Obie 














REMCO Furniture Nails 


Display Assortment Contains: 







2 Pkg. 210 Black 

2 Pkg. 210 Tan 

1 Pkg. 210 Red 

1 Pkg. 210 Brown 

| Pkg. 210 White 

2 Pkg.210 Green 

1 Pkg. 43 Brass PI. 

| Pkg. 42 Brass Pi. 
1 Pkg. 220 Black 

| Pkg. 220 Blue 

1 Pkg. 220 Tan 

| Pkg. 220 White 

| Pkg. 1512 Antique 
| Pkg. Ne. 9 Natural 
1 Pkg. Ne. 9 Hammered 


1. 1 Pkg. No. 9 Antique 
a Ny FY 1 Pkg. 7/16 NPI. Thumb- 


D 
in 50 each. 
— wetent” 2% ths. Complete 
We protect the Hardware Jobber and Independent Merchant. 


Robert E. Miller, Inc., 35 Pearl Street, New York City 








For all 

Headed and 
Threaded Products 
Standard and Special 


.. send your inquiries to . 


u PS ON NUT e+: Be 6.4. Oo 8 


ia dtl: ale STEEL CORPORATION 


CLEVELAND 7 OHIO 
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A NEW GEM BLADE CARD 


rl 
a“ 


Here it is! A vivid, vigorous vending card—in 
brillant red, yellow, and blue. It startles their 
eyes—and starts them buying. This bright spot 
on your counter takes the smallest parking space 
and makes your mightiest salesman. It contains 
only 10 packages of Gem Micromatic Blades 
(Singledge—5 blades to the package). 





Backed by the greatest, most consistent adver- 
tising campaign in our entire 30 years, Gem 
Micromatic Razors and Blades are going places! 
Sell better shaves! Get bigger sales! Get this 
vending card from your wholesaler on your next 


order. 


AMERICAN SAFETY RAZOR CORPORATION 
BROOKLYN, N. Y. 


JULY 6, 1933 








1643~Swarieias WWETY YEARS OF HONORABLE SERVICE ~1935 
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No. W400FE No. W312 
GAS COAL “4 
CIRCULATORS foil toil] We) 1 y) 


les 


VERY LATEST SURPRISINGLY 
MODELS AND FINISHES ATTRACTIVE 








IMPERIAL FLASH LIGHTER iin ¢ = . 
COMBINATION ROBERTSHAW ——$Vf — — FULL ENAMELED 
fo\YAa) 3 4C1 0) @-Vhe)-m-\, lem s-\m a OVEN LININGS 





























ROLLER i ONE PIECE 


BEARING te - CAST IRON FRONT 
DRAWERS — 

















ROLLER BEARING 
GRIGOLEIT f - PULL OUT BROILER 
HANDLES Z 
APPROVED BY 
AMERICAN GAS ASSOCIATION 
No. 51 
GAS RANGES 
POPULAR COLORS 
GREEN AND IVORY 
AND 
ALL WHITE 


























OUR STOCK OF 
STOVES AND RANGES 
IS COMPLETE 
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wall 
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ASK OUR SALESMEN 
TO SHOW YOU 


No. 181/e +=«€ / No. 312HS 
COAL RANGES OUR FULL LINE ou canes 


“DiAMOND EDGE IS_A QUALITY PLEDGE ” 











Shapleigh National Series No. 1810 HARDWARE ACE 











